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> nd we're ready to show you how you can be in the 


profit clover. Your Vitality Salesman will see you 
soon -—— or wire, phone or write for an appointment. 


ask about our in-stock service 


VITALITY SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 66, MISSOURI 





THE PARADER, a beautifully 


tailored walking pump with 


tear-drop underlay on vamp, 
string bow, 14/8 heel. One of the 
"Exquisite Shoes by Fox, New York”, 


it is built on the Carrie last 
and crafted in 


HUBSCHMAN'S CALF 


#507 Flight Blue. 
Available also in Black 
#516 Basque Red 


#597 Briarwood 
#3370 Bombay, 
#3375 Spring Brown 
and other Hubschman colours... 


by Fox Shoe Manufacturing Corporation, New York 3. 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23 . . . Fashion Office: 261 Fifth Avenue, New York 16 





se 
adil eg 
il 


2 xe - Naeege 3 


- 


Sizes 2 to 6. 


me They're sturdy! Steel shank support that’s 
great for growing feet. Moccasin Slip-On, left. 


Sizes 2 to 6. 


NOW 


Hush Puppies’ 


by WOLVERINE 


They're light 'n’ lively! Bouncy crepe soles won't tire his feet. Wellington Boots, above. 


They're triple-tanned! The leather stays soft 
and supple. Chukka Boots, above. Sizes 10 to 
2, 2 to 6. 





They're dirt resistant! Clean up with brisk 
brushing. Boys’ Oxford shown. Sizes 10 to 2, 
2 to 6. 


for kids—easier sales for you! 


Moms love ‘em! New Hush Puppies for kids stand up under 
all kinds of abuse, all kinds of weather, brush clean in a flash! 
What's more, one pair usually lasts the season. 


“Hellcat” tanned pigskin (a Wolverine exclusive) is the reason. 
The leather resists dirt, repels water, stays soft and supple 
after anything Mother Nature dishes out. 


The kids go for them, too. They‘re colorful, comfortable, 


casual. Chukka Boots, Oxfords, Slip-Ons, Wellington, all come 
in a range of colors. Three widths in sizes 10 to 2, 2 to 6. 


We’re doing our part with year-round advertising where it 
counts the most. Bright, eye-catching, four-color ads in. . . 
PLAYBOY... THIS WEEK... PARADE... FAMILY WEEKLY 
... PARENTS’ . . . plus additional major-market supplements 
that carry local dealer listings to bring sales to you. 


So to build year-round sales and repeat business, contact 
Wolverine Shoe and Tanning Corporation, Rockford, Mich- 
igan. A few territories still available. Remember—Moms love 
Hush Puppies, the shoe that lasts the season. 


Late News FI ash| Hush Puppies prices reduced $1.00 retail on most styles of youths’ and boys’ 
sizes. Get your full markup on more sales. Youths’ now $6.98; Boys’ $7.98 and $8.98. 


SEE THEM AT THE NATIONAL SHOE FAIR, ROOM 762, PALMER HOUSE, CHICAGO, OCTOBER 25-28. 


Hush Puppies have been selected by the U.S. Olympic Committee to be worn as part of the official 


uniform for the United States Pan-American and Winter Olympic Teams. 
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MORE PROFIT FOR YOU IN 1960 


The new PF’ Bob 
Cousy Captain 


recommended and autographed by 
the world’s greatest basketball player. 
This new action play shoe for every- 
day wear has the exclusive new 
“CIRCLE GRIP"’ molded sole for 
quick stop-and-go action in all direc- 
tions...onlyin Bob Cousy “P-F"’ shoes. 
Plus: @ “P-F” Posture Foundation 

. the only canvas shoes with the 
Rigid Wedge. @ Hygeen Cushion In- 
sole. @ Ventilated army duck upper. 


Wy 


. Canvas shoes 


With these exclusive ‘P-F selling extras 


The new PF "Double 
Wearing Double Play 


Drill-backed army duck play shoes 
for men, women, children give cus- 
tomers twice the wear—give you 
twice the selling power. 


@ Features: longer wearing bind, in- 
side nylon toe cap, exclusive SOCK 
SAVER counter for more comfort... 
less wear on socks. 

@ In all standard colors, plus Tan 
Chino in women's, juniors’, children’s 
—Olive in women's. 


Exclusive rigid wedge feature 
for easier sales .. . extra profits 


“P-F"" RIGID WEDGE does what arch supports cannot do. 
It helps keep weight of body on outside of normal foot — 
decreasing foot and leg muscle strain. The *Posture Foun- 
dation RIGID WEDGE is exclusive! It’s the distinctive prod- 
uct advantage that helps you sell “P-F’’ shoes over any 
other canvas shoes. 


F OR YOU ... Solid selling support with a great new PF advertising campaign. 
_— only in B.EGoodrich and Hood brands 
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CAPRELLO ots COSMIC 


Glovey, drapeable, pleatable. Pure aniline coloring and finishing... 
Easily cleaned with a damp cloth. unique boarding. 


G. LEVOR & CO., INC. ‘Tanners Since 1876 GLOVERSVILLE, N. Y. 
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ABRAHAM & STRAUS 


Brooklyn, New York 


winning — 


top stores 
at a record 
w rate! 


nationally 
| televised 
on the : 


BIG PAY-0 FF $5,967 Children’s Shoes 


INSTOCK 
SAME DAY SERVICE 


Li ae 
es 
Figs 
CE Mls 


INDEPENDENT SHOEMEN + INDEPENDENT SHOEMEN + INDEPENDENT SHOEMEN 
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The Authentic Source 


A.C. LAWRENCE LEATHER CoO. 


Chapter 8 





Tannine ... the eyes have it! 


At Lawrence it takes trained eyes to inspect each hide in 
each step of production to assure that only the finest leather is 
produced. It is this painstaking process that gives Lawrence 


leathers their unique eye appeal so important to selling shoes. 


Yes, perfection is the Lawrence goal — and the skillful, 
creative people of Lawrence are constantly measuring their 


efforts by it. 


The eyes of Lawrence people that recognize fine leather — 
and the hands of Lawrence people that treat leather with a 
talented touch make Lawrence leathers the quality mark in 
the art of tanning. 


For example... 


} 





ey 
ting 


Sole Leath 
Bel 
Leather 
LAWRENCE 
ars 


rOnCe- 


THE BETTER PART 
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of Fine Leather 











Eye appeal = buy appeal in these Lawrence leathers for today’s 
shoe fashions. 


FOR WOMEN: - FOR MEN: 


petal smooth, —a smooth aniline 
lightly boarded, aniline finished leather for dress shoes. 
— a natural shoe leather. 


Gel rounded, full (PkReatanee x new fine 


grain aniline leather— ideal for textured leather for the new 
unlined tailored and casual casual styles. 
shoes. 

Sales are made with leathers like these! 








sheepskin 


LAWRENCE 


Authentic 
Source 


eathes 


OF BETTER SHOES 
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NOW ...a TINGLEY story more powerful than ever... 


is being told to millions of families from coast to coast! 


Tingley’s new Pull-On Boots and Hi-Top Work Rubbers are being sup- 
ported by heavy advertising this fall in the Nation’s leading farm papers, 


in LIF EG in The BL7¢\-4 Mm. Tingley’s are now an even faster 


moving item! Quicker turnover means more profits for you, and with 


Tingley’s you have only four sizes to stock! 


Casy Ol om 


APPEARS IN OCTOBER 
IN 12 LEADING FARM 
MAGAZINES 


All rubber — no plastic — no fabric lining, they 
s-t-r-e-t-c-h on easily over any shoes, including 
heavy brogues, can’t pull off. One button (but 
four-buckle height), they’re featherlight, 
tough and rugged. Far more comfortable 


than heavy arctics... “bellows” action 
In black rubber 
or neoprene 


from $5.75. ¢ Tingley’s are a must on 


Cd \ () | | rainy, muddy, snowy days in 
town or country. Cash-in now 


by displaying the season's 


gives air circulation inside boot. 


Smooth rubber surface easily cleaned inside 
and out under faucet. Take a load off your 


biggest profit maker, be- 


feet with either the Boot or Hi-Top 
In black rubber 7 
or neoprene cause you fit more people 


from $3.75. 
AS ADVERTISED IN SATURDAY EVENING POST AND LIFE. better with 1/3 the inventory. 


L RAHWAY 00, NEW JERSEY « Established 1896 


Don’t be caught short this sea- 


Work Rubber. At shoe stores and shoe 


departments. If not at yours, write for catalog. 





Please send me the name of my nearest Tingley distributor 
plus your latest catalogue and sales promotion material. 


Name 


Address 


son... there’s a Tingley dis- 


tributor near you... If you 


don’t know him, write: City ___ Zone__ State 


TINGLEY RUBBER CORPORATION © 903 Ross St. © Rahway, New Jersey 


‘ 
' 
' 
' 
' 
' 
] 
‘ 
' 
‘ 
' 
' 
' 
‘ 
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GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





@ AFL-CIO leaders have given tentative approval to a plan 
ealling for higher duties to protect American jobs. 


@ Labor leaders intend to step up political ae- 
tivities next year. They will put more pressure 
on loeal union officials. 


@ The new Secretary of Commerce favors a na- 
tional sales tax to equalize the present exeise 
tax hodge-podge. 
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Labor unions, after 25 years of opposing tariffs and import quotas, are 
ready to urge duties high enough to protect American jobs. 

At the recent meeting of top AFL-CIO officials in the Poconos, tentative 
approval was given to a plan calling for a federal law requiring the U. S. 
Tariff Commission to determine “normal levels” of U. S. production in spe- 
cific industries. 

Tariffs would then be adjusted upward so as to protect these “normal 
levels.” 

It is now conceded by union leaders that imports are causing real damage 
to U. S. employment in shoes, apparel, textiles, and some electronic equipment. 

Backing down from their position on free trade is causing some em- 
barrassment among the AFL-CIO hierarchy. But union jobs are at stake, and 
the union problems (such as loss of dues money) brought on by loss of 
employment, can no longer be ignored. Topic is slated to come up at the 
meeting of top AFL-CIO officials in San Francisco in mid-September. 


Labor leaders are making it clear that they intend to step up their politi- 
cal activity next year. This means more pressure from union officials in the 
state capitals, as well as in Washington. 

Says AFL-CIO President George Meany: 

“It is obvious that we have to do more work. 

“We have got to educate our own people as to the value of participation 
in political activity. 

“‘We must get more unions to participate in our political education work.” 

And a recent newsletter from COPE, the political-action arm of the AFL- 
CIO, adds soberly, “Like any other education, political education is a slow 
process.” 


The possibility of a national sales tax is in the news again. Ike’s new 
Secretary of Commerce, Frederick H. Mueller, is making it clear that as long 
as government revenue needs are high, he intends to fight for equalization of 
the present hodge-podge of excise taxes. What this means, of course, is a 
broad national sales tax, applying to all manufactured products except possibly 
food, and collected at the manufacturing level. 

“Why tax some manufacturers and not others?” Mr. Mueller asks. Lawn 
mowers bear a federal excise tax, but furniture does not. Are baby lotions 
and women’s purses “luxuries”? The Internal Revenue Service says they are, 
but evening dress and highball glasses are not, say the government’s tax 
experts. 

A national sales tax has been discussed off and on for many years, but has 
never progressed very far in Congress. Up to now, Congress has been able 
to squeak through each year, except this year, with just about enough revenue 


to pay all the bills. 








@® The next federal budget will be $80 billion or 
more and higher federal taxes therefore will 
be unavoidable. 


Rep ort fi rom @ Rep. Porter is again trying to stir up some sup- 


WASHINGTON 2° """°* 





Talk of a national sales tax now is really spading the tax ground for the 
future. For, come the next war or national emergency, the Congress will 
inevitably have to turn to new sources of revenue. And a national sales tax 
represents the last great untapped source. 

As Joel Barlow, Washington tax expert, puts it: “The government has 
reached the limits of potential in personal income taxes and corporation 
income taxes. These sources are mined out. A national sales tax is our last 
untapped source. Sooner or later we will have to start paying for the cold 
war, and a national sales tax will then become inevitable.” 


Federal spending is creeping ahead again. Costlier national defense, plus 
popular clamor for more let-Washington-do-it programs, is to blame. Present 
trends suggest the next federal budget will be from $2 billion to $4 billion 
over the $78 billion annual budget set for the current fiscal year. 

Even an $80 billion budget (unprecedented, in peacetime) would fall far 
short of all spending demands now pending before the Congress. Among these 
projects: More for farm subsidies, more roads, extra handouts for veterans, 
federal water projects, new explorations of outer space, additional Wash- 
ington spending for education. 

Federal Budget Director Maurice Stans warns bluntly that the nation 
will simply have to reconcile its desire for more government handouts against 
its ability to pay for them. 

For budgets of $80 billion-plus clearly indicate that higher federal taxes 


are in order. 


Shoe labeling, a dormant issue in recent months, is to come to life again 
soon. The issue is being prodded along by Rep. Charles O. Porter (Oregon 
Democrat), the leading advocate in the Congress for a national shoe label- 
ing law. 

Just before this year’s session of Congress ended, Mr. Porter took the 
floor of the House of Representatives to beat the drum for labeling. He 
reviewed the existing arguments for a labeling law, and invited the shoe 
industry, the shoe repair trade, and the public to join him in achieving enact- 
ment of his bill (H.R. 1320) requiring that every shoe sold in the U.S. bear 
a statement of component materials. 

Truth of the matter is, support for a shoe labeling law was never strong. 
The popular demand anticipated by Mr. Porter for such a law has thus far 
failed to materialize. To offset this lack, Mr. Porter is now energetically 
trying to generate some popular support for labeling. But it’s an uphill fight. 

Right now, Mr. Porter is urging political leaders in the House to schedule 
public hearings on his labeling bill early next year. This year, he was unsuc- 
cessful in the request for hearings. 

“The next step is to hold hearings on H.R. 1320 and similar legislation,” 
he declared in the House. “Let the pros and cons come out before us. Let us 
know what the shoe-wearer and the shoemaker and the shoe-repairer think. 
It is at least a three-way discussion.” 

Mr. Porter invites consumers to speak up and tell him what they think 
about labeling. He observes that the subject of labeling has been pretty 
thoroughly discussed in trade publications, but he says he is distressed to read 

(CONTINUED ON PAGE 53) 
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Package Impact 



































—The tremendous impact of modern packaging and 
self-service in merchandising, was the theme of Rex 
Paxton’s talk before the Folding Paper Box Asso- 
ciation of America. Mr. Paxton is Director of 
Public Relations for Sutherland Paper Company 
and he pointed out: 























“Newness is the magic word in packaging today. 
Many manufacturers who constantly spend money to 
keep their packaging up to date report that it pays 
big dividends. Improvement in the package always 
suggests improvement in the product. 


—“Every business is vulnerable to the ‘switch in 
public buying habits.” The buyer will shift his 
allegiance quickly to what he thinks is a_ better 
product. As a compelling point-of-purchase sales- 
man, the package can—at that critical moment— 
promise an improved product... . 


—“Don’t wait until a competitor forces you to change. Pee} 
Don’t wait for him to come out with a new package. 2... | 
It’s too late then, and timing is important. Rags 
a 

— “Often, the package is the deciding factor in choos- "ee aa 
ing between one product and another. There is a | 


great wisdom in maintaining advertising support of 
your packaging. Many firms whose sales curves 


point constantly upward merchandise their package 4é 955° 
in their advertising. We d like to say THANKS 
—“Did it ever occur to you that the modern package 


sells twice? It sells once in the store, then con- to our retail Friends for 


tinues to sell after it’s in the home. Actually, it 
keeps on selling until it gets thrown away or th t t BACK TQ 
destroyed. Modern packaging, integrated with ad- e grea es a " 
vertising, is the key to streamlined mass selling. H a 
—“The carton triggers the impulse to buy which is SC 00L stock business 
built up by advertising, and offers these plus ad- 


; 4 . ”7 
vantages: It provides a new sales theme. It creates in our history! 
new promotional opportunities. It broadens sales 4 
outlets, making it possible for more people to buy. 


It offers follow through to the point of purchase.” 





Speaking of history . . . we'll be fifteen 
years old this month. . . we’d like to have 
you help us celebrate our 15th anniversary 
of the Chicago Shoe Show. We'll be at the 


—No matter how good your package is, it has to 


keep getting better all the time. 
Palmer House in rooms 679, 680 and 681. 


ee 2 
€.8 ° | in atin 
VAISEY-BRISTOL SHOE CO. 


Publisher Monett, Missouri 
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HOW MANY PEOPLE WILL SEE THE FALL ’59 
ESQUIRE TV SPOTS...PART OF THE 


POWERHOUSE 
AD PROGRAM 


FOR 


ESQUIRE 


“AMERICA’S FOREMOST FAMILY OF FINE SHOE POLISHES” 


BOOT POLISH 


Boot and Shoe Recorder 





FREE ROUND-TRIP-FOR-2 TO EUROPE 
ABOARD THE FABULOUS S.S. UNITED STATES! 


2nd PRIZE: RCA Color TV set... 21” screen! Ath to 10th PRIZES: 7 Benrus Citation Watches 
3rd PRIZE: RCA “Sportable” Portable TV set 11th to 100th PRIZES: 90 Schick Electric Razors 


CONTEST RULES: JUST GUESS... 


Here's all you do to enter: how many people will see the Fall °59 Esquire TV spots 


1. After reading the above facts concerning Esquire’s Powerhouse Ad Pro- ‘ches (Sept., Oct., and Nov. °59) Make a guess... send it 
gram write your estimate in the space provided on the official entry blank, 

or. on a@ plain piece of paper, of the number of people who will see the ir. you may win any of 100 fabulous prizes! Just 
TV Spots in the Esquire Fall ‘59 Powerhouse Ad Program during the period h fi aes h 
of September 1 through November 30, 1959. Send your completed entry to: check the facts above... fill in one number on the 


ESQUIRE POWERHOUSE AD CONTEST coupon below. Nothing to buy — nothing to “compose”. 
ee Gees It’s eas it’s fun! 
New York 46, New York Fees 
Be sure to include your name and address along with the name of your mm we aJUST FILL IN THE NUMBER MAIL THE COUPON TODAY! = =@ == % 
Esquire distributor. f nas 
2. Winning entries will be selected by the Bruce, Richards Corporation, Mail To Esquire Powerhouse Ad Contest 
an independent contest judging organization, on the basis of the figures P. O. Box #461 
closest to the official estimate of the Powerhouse Ad Program as determined New York 46, N. Y. 
by an independent research organization. Decision of judges will be final. 
The official projected estimate will be determined during the week of 
November 9, 1959. Therefore, entries to be eligible must be postmarked by 
October 31, 1959 and received by November 5, 1959. 


3. Contest open to all Retailers and Wholesalers, and their employees, 
handling the Esquire Shoe Polish line, Employees of Knomark, Inc., com- 
mission representatives or its advertising agency and their immediate 
families are not eligible to enter. 


4. Only one prize will be awarded to any one person. Winners will be 
notified in person or by mail within 30 days after the contest closes. Trip 
prize will consist of first-class round-trip passage to Europe for two aboard 
the S8.S. United States to be taken before April 15, 1960. 

5. In the event of ties, tying contestants will be asked to estimate the 
actual total number of copies of Life Magazine that will be sold in the 
month of November, 1959. Contest subject to all Federal, State and local 
laws and regulations. 


My guess is that people will see the 
TV Spots in the Esquire Fall '59 Powerhouse Ad Program. 








(please print) 





City State. 





My Esquire Distributor’s name is. 
amt a RO RS GON EMRE SE Ste UL RN eR SEY Rw 
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"Estimated by Life Megezine ond the Mutve! Broadcasting System 
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Tue ©'= Jay rues 


AGAIN THIS SEASON! 


E-Jays...the popularly priced children’s shoes 
with the features mothers look for... will again 
be advertised in PARENTS’ Magazine this 
Fall. Make E-Jays part of your Fall and Win- 
ter selling effort with a tie-in promotion of 


your own...they can help make this your 
best season ever! 


If you’re not now stocking E-Jays, drop us 
a line and an Endicott Johnson salesman will 
call on you soon. 


CHECK — CHILDREN'S SHOE SELLING FEATURES: 


1. The famous Guide-Step principle in some styles .. . designed 
to guide body weight to the strong outer edge of the foot. 


2. Permacounter .. . new miracle polyethylene counter that 
lasts the life of the shoe. Can't break down! 


3. Flexible, non-marking sole. 


4. Pacifate protected lining to help prevent athlete's foot, 
mildew and bacteria. 


5. Tough nylon thread throughout. 


6. Polyethylene midsole. 


PRICED TO RETAIL PROFITABLY AT 


HERE 
ARE THE 
ADVERTISED | 
STYLES IN ~ 


PARENTS’ 


Style No. 2404 


Style No. 2424 


Ee 


ENDICOTT JOHNSON CORPORATION 
Endicott 1, N. Y. 
-.-the famous family name in shoes 
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by JOHN REILLY 


Editorial 





More Than Meets the Eye 


UST how serious is the footwear import situation? 
With a thumping six months’ production of 326 
million pairs behind us, the almost 10 million pairs 
of “Footwear Other Than Rubber” that were imported 
during the first six months would not seem to be cause 
for undue alarm. Most industries feel that they can live 
with imports which constitute four per cent or less of 
their production. 
But there is far more to shoe imports than meets the 
eye as it reads the cold statistics. Figures have a way of 
obscuring facts. Shoe import figures do just that. 


The Joker 


On the statistical record, imports of “Footwear Other 
Than Rubber” showed a decline of 8.5 per cent for the 
first half of 1959. The joker is that last year’s figures 
included an estimated three million pairs of rubber and 
fabric shoes which were incorrectly classified. Subtract- 
ing them from the °58 figure, footwear imports for the 
first half of °59 actually increased. 

Did the missing three million pairs show up in the ’59 
figures? An examination of the import record shows 
that they did. But the figures reveal an even more seri- 
ous situation. All categories of rubber footwear sky- 
rocketed. “Rubber Soled, Fabric Upper Shoe” imports 
jumped from 1,305,834 pairs for the first six months of 
D8 to 6,682,114 pairs for the same ’59 period. “Rubber 
Shoes and Overshoes” increased from 7,832,957 for six 
months, 58, to 17,591,553 for the same °59 period. “Rub- 
ber Boots” were up from 237,663 to 955,253 pairs for 
these periods. 

Not only are these figures startling but they have a 
definite bearing on the accuracy of “Other Than Rubber 
Footwear” The rubber figures, too, have a 
joker in them. Buried in three rubber classifications is 
a large but undetermined number of chemical shoes. 

About 18 months ago, we started to hear reports of an 
imminent the American market by the 
Japanese with their “Chemical Shoes.” They are standard 
types in Japan and have no counterparts in construction 


statistics. 


invasion of 


and materials among shoes manufactured here. They are 
made of plastic-coated fabrics to which is vulcanized a 
plastic insole. The outsole, which is made of molded rub- 
ber or cellular crepe, is cemented to the upper. 
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For the past year, “Chemical Shoes” have been coming 
into the United States in increasing quantities. They are 
turning up in volume in bargain basements, discount 
They 


are now starting to move into some low-priced retail 


houses, five and ten-cent stores and drug stores. 


shoe outlets. Chemical shoes embrace practically every 
popular style: Mary Janes, ballets, straps, children’s sad- 
dle oxfords, sandals, even nurses’ and men’s oxfords. 

It is impossible to estimate the volume of chemical shoe 
imports. The Customs Bureau has no classification for 
them and they are being admitted as rubber footwear. 
This is a “rule-of-thumb” classification by the Bureau, 
which is permitted to identify imports according to 
“similitude to the product they most resemble.” Actually 
chemical shoes bear no resemblance to rubber footwear. 
Technically they are “waterproof” shoes because their 
insoles are vulcanized to their uppers. 

However, they do resemble and are in direct competition 
with most of the types of conventional shoes which retail 
below $4.00 and which comprise about 40 per cent of our 
shoe production. 


Startling Increases 


Some of the startling increases in Japanese rubber 
footwear imports must be attributed to chemical shoes. 
Of the 


17.6 million pairs of “Rubber Shoes and Overshoes,” 


And these increases have been really startling! 


which came in for the first half, Japanese goods accounted 
for 15.5 million. Of the 6.7 million pairs of “Rubber 
Soled Shoes—-Fabric Uppers,” the Japs’ share was almost 
5 million. Japan sent in 623,386 pairs of “Rubber Boots,” 
more than half of this import total. 

In all classifications, footwear represented about three 
per cent of the $456.5 million worth of goods which 
Japan sent into the U. S. Significantly, Japan enjoys for 
the first time a favorable credit balance; $18.7 million 
in exports over its imports from the United States. 

An original principle of free trade held that price dif- 
ferentials between imports from low-wage countries into 
high-wage countries are equalized by the more advanced 
technology of the importing country. The phenomenal 
rate at which imports of low-priced Japanese footwear 
have increased proves that Japan today has a highly 

(CONTINUED ON PAGE 61) 
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Aeen| ESQUIRE 
LANO-WAX 


A 3: 


CONTAINS LANOLIN 


ONE FREE WITH ELEVEN © 


You get 12... You pay for only 11! Now—a juicy big extra profit— 


over and above Esquire’s usual hefty mark-up! Just when NEW FORMULA 


demand is headed for peak “‘dress up” season you make 


more than ever! Stock up plenty! 100% WEATHER -PROOF! 


Backed by Giant Advertising Campaign. SATURATION TELEVISION as 2 ae 
... not just once in a while... but every day of the week ! Famed as the “professional shine in seconds 
3 coos —no work, no mess,”’ ESQUIRE LANO-WAX now 
A deluge of announcements blanketing America’s key markets adds an exciting new feature. It’s 100% 
coast to coast ... reaching practically every TV home in America! weather-proof ... protects as it polishes! 
MAGAZINES... full page, full color ads in LIFE Now better than ever... sells easier and 


° ° ! 
plus... colorful, compelling big-space ads faster than ever! 
in TRUE STORY, GOOD HOUSEKEEPING. Product of KNOMARK INC., Brooklyn 11, N. Y. 
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with the Fine Family of (#ewn FOAM cote’ 


foam-on-fabric 


A final touch giving extra comfort, extra quality to every shoe 
you make is a FOAMcote product wherever foam-on-fabric is required. 
* Right Thickness %* Right Density 
* Right Fabric %* Right Color 
FOAMcote is an extensive, special-feature 
line selling at competitive price. If our 
standard line cannot cover your needs we 


offer customized fabrication. Witte today for 


Send your order and your deadline—Crown fills both! handy sample chart! 


POW / RUBBER COMPANY, Fremont, Ohio 





See us at the National Shoe Fair 
Room 884 — Palmer House 


that the 
Godman mid-heels are just about the hottest thing in the industry. 
These shoes appeal to the biggest segment of today’s market. 
They sell the year around. They have the built-in quality and 
comfort that keeps the customer coming back for more. The 
fabulous success of last season’s mid-heel offering is just another 
reason why smart retailers know they keep on the GO with 
GODMAN. 





Light . . . flexible 
Fits like a glove 


— 
Today’s woman calls for both style and comfort in 
her shoes . . . so she’s sure to go for these new 
Godman-made mid-heels. They have the flair, the 


fit, the smooth detailing she'll love . . . at a price 
she can afford. 


FAST IN STOCK SERVICE for the entire line. Full range 
of sizes and widths. For a catalogue or a salesman’s 
call, write or wire today to — 


Great Pines of Footwear 
odman company 


COLUMBUS 16, OHIO 


SINCE 1883 


NEW YORK OFFICE: 
646 Marbridge Building — 34th and Broadway 








A CHALLENGE 


to every “Grass Roots” 
Retailer in America ! 
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THIS MAN STAYS HOME 





SHOES FOR SALE 
PROMOTIONS. . . SELLING. . . STYLES ; 


.. ADVERTISING ... MERCHANDISING... 
BUDGET PLANNING... PROFITS... FITTING 
.. DISPLAYS... TURNOVER... MARKUPS 





Running a shoe business today takes a combination of the right shoes 
and ideas. 

The National Shoe Fair is more than America’s biggest shoe show. It’s 
America’s biggest shoe marketplace for fresh ideas so vital to giving your 
business a competitive advantage. 

Big and important changes are taking place in shoe business today — and 
even bigger ones coming up. The industry is now ready to move into the 
“fabulous Sixties”. But are you ready for this new era of vastly enlarged 
opportunity starting in 1960? 

Don’t be a rusting stay-at-home. Make your plans now to attend the 


NATIONAL SHOE FAIR 


For exhibit space write OCTOBER a 5 = a 9 


National Shoe Fair 
953W Palmer House 


Chicago 90, Illinois & H | CAG @) 
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SWE Luncheon Topic: 


‘Fashion Investments’ 


CHICAGO—How the shoe retailer 
can profit from next season’s fash- 
ions will be shown by Shoe Women 
Executives at a luncheon and style 
presentation here, Monday, October 
26. The program, titled “Fashion In- 
vestments, 1960,” will be presented 
in the Grand Ballroom of the Palmer 
House during the National Shoe 
Fair. 

The three sections of the presen- 
tation will deal separately with 
men’s, women’s and children’s shoes 
for spring-summer 1960. Taking 
part will be representatives of Harp- 
er’s Bazaar, Esquire and Parents’ 
Magazine. 

Marion Marsh, president of SWE, 
said the program will place emphasis 
on “practical style planning — on 
profitable investments in fashion 
promotions for the coming season. 

“We intend to show that fashion is 
far more than pretty shoes, but can 
serve as a powerful impetus to build- 
ing bigger sales,’ she said. “Our 
aim is to show retailers how to make 
the most of the many fresh promo- 
tional values in next season’s fash- 
ions.” 

To open the program, SWE will 
present a fashion summary and mar- 
ket analysis, with recommendations 
for spring and summer investments. 
Then the fashion staffs of the three 
magazines will each present a five- 
minute report. 

Harper’s Bazaar will offer the wo- 
men’s style outlook, with publisher 
Robert MacLeod speaking on “Cut 
Out for Spring.” Esquire’s theme 
will be “The Slip-On Shoe for Men,” 
with advertising director Samuel 
Ferber as spokesman. Parents’ re- 
port, titled “The Cool Bright Shoe 
for Summer,” will be delivered by 
Edward M. Fryk, vice-president. 

The featured speaker, as yet un- 
named, will be a well known figure 
in retail shoe merchandising. 

Tickets are available through 
George Gayou, National Shoe Fair 
manager, at the Palmer House. They 
will also be sold at Shoe Fair regis- 
tration desks. 
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New York Gets a New Show: 


Twice-a-Y ear ‘Fashion Week’ Slated 


The weeks previously set aside 
for industry supply shows will 
now be the occasion of a shoe 
style showing. The sponsors— 
NSMA, NSRA, NASCS and NE- 
SLA—have opened the event to 
shoe producers and suppliers. 


NEW YORK—Creation of a new 
“Mid-Season Shoe Fashion Week” 
fills the gaps left in the industry’s 
calendar by the shifting of the major 
supply shows to other months. 

The new event will take place 
February 14-17 and August 7-10, 
1960, at the Waldorf-Astoria, with 
four leading trade associations as 
sponsors. They are the National Shoe 
Manufacturers Association, the Na- 
tional Shoe Retailers Association, the 
National Association of Shoe Chain 
Stores, and the New England Shoe 
and Leather Association. 

This is the first time these groups 
have joined to co-sponsor an indus- 
try-wide event of this nature. Rep- 
resentatives of the four organiza- 
tions met here to draw up plans. 

All shoe manufacturers and their 
suppliers are eligible to take part, 
they said. 

In a joint statement the associa- 
tions pointed out that the February 
and August periods formerly known 
as “Leather Shoe Week” had as- 
sumed major importance to shoe pro- 
ducers and retailers. These were the 
times when fashion trends were 
projected through industry style 
meetings and conferences; when ad- 
vance seasonal styles were tested 
and early orders placed, and when 
mid-season merchandising and pro- 
motion orders also were placed. 


‘Increasing Attendance’ Noted 
& 


“These February and August pe- 
riods,” said the associations’ state- 
ment, “have been attracting increas- 
ing attendance of manufacturers and 
retailers for these purposes. The 
need to continue these functions at 
these periods has been brought to 
the attention of the associations by 
many of their members.” 


The new show will make it pos- 
sible to hold a number of industry 
functions during the same weeks of 
the year as in the past. Among the 
events scheduled during Mid-Season 
Shoe Fashion Week will be: 

National Shoe Retailers Associa- 
tion: style conference and meetings 
of women’s and children’s style com- 
mittees. 

National Shoe Manufacturers As- 
sociation: Early Bird Breakfast and 
association committee meetings. 

National Association of Shoe 
Chain Stores and New England Shoe 
and Leather Association: Popular 
Price Shoe Show fashion trend meet- 
ing and meetings of PPSSA women’s, 
children’s and slipper committees. 

National Shoe Institute: women’s 
and children’s promotion committee 
meetings and board of trustees meet- 
ing. 


Headquarters at Waldorf 


For the Mid-Season Fashion Week, 
a headquarters will be set up at the 
Waldorf-Astoria to mail and process 
applications. 

Members of the Mid-Season Shoe 
Fashion Week Committee, as named 
by the sponsoring groups, are: 

NSMA: Joseph S. Stern, Sr., U.S. 
Shoe Corporation, ex-officio; L. J. 
Schaefer, Brown Shoe Company; 
S. L. Slosberg, Green Shoe Manu- 
facturing Company; Merrill A. Wat- 
son, NSMA executive vice-president. 

NSRA: Lloyd Nordstrom, Nord- 
strom’s, Inc., ex-officio; L. B. Keane, 
I, Miller Shoe Company; Louis Lieb- 
son, Edison Brothers Stores, Inc.; 
Edward J. McDonald, NSRA execu- 
tive vice-president. 

NASCS: Alfred L. Morse, Morse 
Shoe Stores, ex-officio; William M. 
Blackie, Genesco, Inc.; David W. 
Herrmann, Melville Shoe Corpora- 
tion; Edward Atkins, NASCS execu- 
tive vice-president. 

NESLA: William J. McGrath, 
John E, Lucey Company, ex-officio; 
Saul Katz, Hubbard Shoe Company; 
Myer Saxe, Kesslen Shoe Company; 
Maxwell Field, NESLA executive 
vice-president. 
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NSF Survey Indicates: 


Shoe Fair Draws Top Echelon of Industry 


CHICAGO—Practically the entire 
top echelon of U. S. shoe business 
will attend the National Shoe Fair 
here this month, Shoe Fair officials 
say. 

On the basis of a recent survey, 
they report that 96 per cent of the 
owners and presidents of the 800 
exhibiting firms will be present. So 
will 98.5 per cent of the sales man- 
agers and division heads of these 
manufacturing and wholesaling 
firms. Also in attendance will be 
96.7 per cent of the same companies’ 
stylemen and stylists. 

Two-thirds of the exhibiting firms 
will bring their complete sales forces 
to the Shoe Fair, Eighty-six per 
cent say they’ll have a “large share” 
of their salesmen present. 

Clovis Saunders, NSF chairman, 
has called the Shoe Fair “the only 
show in the U. S. which is personally 
attended by virtually every top-brass 
company executive in the shoe in- 
dustry.” 

Some Shoe Fair facts and figures, 
as supplied by George Gayou, long- 
time manager of the fair: 


® Each year it takes four big 
hotels to house all the show’s ex- 
hibitors. To register the 15,000 re- 
tailers and buyers, requires a staff 
of 30 full-time girls. Together, re- 
tailers, exhibitors and other visitors 
to the big show occupy 30,000 sleep- 
ing rooms. 

® Nearly $1 billion in business— 
about half of the total wholesale 
shoe volume done by the entire in- 
dustry during the year—is trans- 
acted on the basis of shoes intro- 
duced at the fair. 


© The shoe manufacturing ex- 
hibitors comprise 97 per cent of the 
industry’s total production. They 
represent virtually every branded 
and volume shoe line in America, and 
every price range. 

® More foreign shoemen come to 
the Shoe Fair than to all other U. 8S. 
shoe shows combined. And every 
one of the 50 states is represented. 


Shoe Fair Chairman Saunders 
says the show is “the only truly total 
and complete shoe show .. . the ‘big 
tent’ of shoe business.” 


Shoe Fair Will Introduce 


‘100,000 Footwear Styles’ 


CHICAGO — The 800 exhibitors 
at the National Shoe Fair will in- 
troduce over 100,000 new footwear 
styles for next spring and summer, 
show officials say. 

A poll of manufacturer-exhibi- 
tors reportedly revealed that each 
would introduce an average of 150 
new styles and patterns during the 
October 25-29 fair. 

Shoe Fair Chairman Clovis 
Saunders said this outpouring of 
new footwear “expresses the stu- 
pendous creative talent in this in- 
dustry.” Exhibitors at the Shoe 
Fair, he said, will represent all but 
3 per cent of U. S. shoe output. 


Shoe Fair officials say the num- 
ber and variety of new styles is 
increasing each year. Among the 
contributing factors, they note, is 
the changing pattern of American 
living, with the mass movement to 
the suburbs; the rising influence 
of fashion among children and 
teenagers; the acceptance of more 
colorful styles to supplement men’s 
basic shoes; and the growth of 
casual footwear for the family. 





Annual Canadian Shoe Fair 
To Be Held October 4 to 8 


MONTREAL — Some 225 exhibi- 
tors are due at the 10th annual Ca- 
nadian Shoe and Leather Fair, to 
be held at the Sheraton-Mt. Royal 
Hotel here, October 4 through 8. A 
comprehensive program is sched- 
uled. 

Irving R. Glass, executive vice- 
president of the Tanners’ Council 
of America, will address a panel 
breakfast session on Monday, Octo- 
ber 5. His subject will be “The 
Need for Promotion in the Shoe 
Industry.” 

In addition to the annual lunch- 
eon meetings of the sponsoring as- 
sociations—the Canadian Shoe Re- 
tailers Association, the Shoe Man- 
ufacturers Association of Canada, 
the Shoe Industry Suppliers Asso- 
ciation of Canada, and the Shoe 
and Leather Council of Canada— 
there will be a leather style meet- 
ing on October 4. 


Chairman of this gathering will 
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be Henry Schless, shoe buyer for 
A. J. Freiman, Ltd., of Ottawa. 
Fashion trends, leather colors and 
textures will be discussed, and re- 
tailers will be encouraged to join 
in a question-and-answer period. 


Victor Bennett at U, S. Shoe 
As Market Research Head 
CINCINNATI, O. — Victor Ben- 
nett has been ap- 
pointed director of 
marketing research 
and development 
for United States 
Shoe Corporation, 
here. 
Mr. Bennett was 
vice - president in 
charge of mer- 
chandising and 
promotion for Mu- 
tual Shoe Com- VICTOR BENNETT 
pany, Marlboro, Mass., for eight 
years. Earlier he held key posts 
with Abraham & Strauss, New 
York, and LaSalle & Koch, Toledo. 


August Wholesale Footwear 
Prices 9% Above Year Ago 


WASHINGTON, D. C.— Whole- 
sale footwear prices in August stood 
8.8 per cent above the level for the 
same month last year, the govern- 
ment’s Wholesale Price Index showed. 
The increase is largely explained by 
a 77 per cent jump in wholesale 
prices of hides and skins revealed 
by the same index. 

For August of this year, footwear 
prices at wholesale were at 132.5 per 
cent of their 1947-49 level—which 
the Bureau of Labor Statistics uses 
as a base period. In August 1958, 
the index was 121.8. 

During the same period, hide and 
skin prices rocketed from 60.4 per 
cent of their 1947-49 level to 106.9 
per cent. 

For August 1959, in comparison 
with the previous month, wholesale 
footwear prices rose 1.5 per cent 
while the price of hides and skins 
actually declined slightly—by 0.7 
per cent. 
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Julian & Kokenge Purchases Miller, 
Linking Ohio Women’s Shoe Producers 


COLUMBUS, O.—Julian & Kokenge Company 
of Columbus has acquired sole ownership of Miller 
Shoe Company, Cincinnati, O., and will operate it as 
a J. & K. division with no changes in management, 
personnel or policy. 

Herbert Lape, Jr., president of Julian & Kokenge, 
said the transaction represents “the team-up of 
two eminent firms with close kinship in shoe mar- 
keting devoted to serving the comfort and fashion 
needs of the women of America.” 

Julian & Kokenge makes Foot Saver, Dr. Locke, 
Foot Friend, Casual Classics and British Walker 
shoes for women. Miller makes Foot Defender, 
Tryle Walk, Barefoot Freedom and B. Jane Miller 
shoes. J. & K. employs about 700 and Miller, 525. 
Each produces more than 2500 pairs a day. 


Schnitzer Sets ’60 Output at 610 Million 
Pairs After 630-650 Million This Year 


NORTH FALMOUTH, MASS.—Julius G. Schnitz- 
er, chief of the Leather, Shoes and Allied Products 
Division of the Commerce Department, appears 
somewhat more optimistic than other industry econ- 
omists: He predicts that 1959 shoe production will 
be between 630 and 650 million pairs. 

But this high rate will not carry over into 1960, 
he says. His estimate for that year is approxi- 
mately 610 million pairs. Even that figure, how- 
ever, would make the year the second best ever. 

Mr. Schnitzer’s estimates were voiced to officers 
and directors of the New England Shoe and Leather 
Association, who conferred here September 18-20. 


International Shoe Acquires Senack 
And Paul’s Chains in Retail Expansion 


ST. LOUIS — International Shoe Company has 
bought two more retail chains as part of its retail 
expansion policy. The Senack Shoe division of 
Consolidated Sun Ray, Inc., with 41 leased depart- 
ments in 14 states, and Paul’s Shoes, Inc., a chain 
of 16 women’s outlets, have become part of Inter- 
national’s retail sales division. 

Previously ISCO had acquired the David Kay 
Shoe Company, Binghamton, N. Y., and also set 
up a new subsidiary, the Bowen Shoe Company, to 
operate some 21 stores and leased departments in 
Florida. Several months ago International organ- 
ized the retail sales division. 

The Senack departments sell women’s pairs 
mainly, with some men’s and children’s. About a 
fourth of the departments are in apparel stores 
owned by Consolidated Sun Ray, Inc., which also 
has interests in radio broadcasting and the drug 
field. Although the purchase price of the Senack 
chain was not disclosed, sources indicated it was 
in excess of $1 million. Joseph Fox, a veteran of 
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nearly 20 years with Senack, was named president 
of Senack Shoes, Inc. 

Paul’s Shoes, Inc., operates 15 shoe stores and 
one leased department in Texas, Oklahoma and 
Tennessee. Arthur Voekel, former chairman, has 
become president—a post formerly held by Jacob 
Mossiker, who retired. The purchase price was not 
revealed. 


Production Resumes at Plymouth Shoe 


After Court Rules Against Strikers 


MIDDLEBORO, MASS.—Production is back to 
normal at the plant of the Plymouth Shoe Company 
here following a strike of 25 hand-sewers, accord- 
ing to Robert Goldstein, president of the company. 

When the strike was called and picketing began, 
the company discharged the striking workers and 
brought an injunction suit against them. In a de- 
cree handed down September 14, the court ruled 
that the dismissals were legal and proper, enjoined 
the workers from further picketing and other strike 
activities, and outlined the manner in which at 
least some of them could be re-hired as new em- 
ployees with no seniority. 

Mr. Goldstein said his company had hired a suffi- 
cient number in addition to those re-hired. 


Three Shoe Chains Register August 
Sales Gains; National Shows 14.7% Drop 


THREE of the major shoe chains reported sales 
increases for August in comparison with the same 
month in 1958. But a fourth, National Shoes, Inc., 
experienced a 14.9 per cent drop—attributed to hot, 
humid weather and later school openings. Figures 
were not yet available for two other chains which 
normally report sales figures: Beck and Shoe Cor- 
poration of America. 

The chains with increases were Kinney, up 8.7 
per cent; Melville, up 4.4 per cent; and Edison 
Brothers, up 1.9 per cent. Together, the four 
chains tallied a 3.2 per cent sales increase. 

For the first eight months of the year, Kinney 
reported its sales were 20.5 per cent ahead of 1958. 
Edison was up 13.8 per cent; Melville, up 10.5 per 
cent, and National, ahead by 6.4 per cent. 


Brown Shoe to Close Whitman, Mass., 
Factory, Make Regal Brand in Illinois 


ST. LOUIS—Brown Shoe Company is closing its 
Regal men’s shoe factory at Whitman, Mass., and 
shifting the manufacture of this brand to its Litch- 
field, Ill., plant. The company expects the move from 
a century-old factory to an “up-to-date” plant will 
result in “substantial operating efficiencies.” 

A Brown spokesman said the Litchfield plant has 
been making men’s shoes of comparable grades. Re- 
gal’s executive offices will be at 41 East 42nd St., 
New York. 





Headlines 





Fill-Ins Predominate at Detroit Showing 


By GRACE GORDON HAY 

DETROIT — After “light” traffic 
on the first day, attendance picked 
up at the mid-September Fall Cara- 
van Show of the Michigan Shoe 
Travelers’ Club. The result was a 
“very satisfactory show” for most 
of the 30 exhibitors at the Statler 
Hotel here. 

Since this was the third Detroit 
showing of fall lines, the majority 
of orders written were fill-ins to 
round out retailers’ stocks for the 
balance of the season. As is usual 
in this type of follow-up show, how- 
ever, a few new styles and patterns 
did make an appearance in various 
lines. 

Most notable new pattern in the 
growing girls’ and misses’ category 
was the “link saddle.” With its two 
jumbo-sized eyelets and elasticized 
lace that doesn’t have to be tied, 
this is a very “new look” saddle, and 
it sold well at the show. The most 
popular colors were black, black with 
dirty buck, and black with gray. 

In the little girls’ size ranges, 
saddles and one-strap dress shoes of 
waterproof nylon velvet were ac- 
counting for a healthy percentage of 
the repeat—and new—orders. 


The desert boot proved to be the 
outstanding style leader of the show. 
It was equally popular in all lines 
— men’s, women’s and children’s. 
Buck was the preferred material and 
black the preferred color in the wo- 
men’s and girls’ lines. Orders on 
men’s and boys’ desert boots were 
primarily for the lighter colors. 

In the women’s dress shoe lines, 
buying was heavy on “holiday” foot- 
wear. In this group, vinyls were by 
far the best sellers and were seen 
in several variations. The two lead- 
ing styles were open-toe slings and 
Spring-o-lator mules. Many were 
trimmed with rhinestones while 
others combined gold or silver strip- 
ping with the vinyl. 

Another top-selling holiday shoe 
was a white brocade closed pump 
with rhinestone detailing at the toe. 

Newest addition to the women’s 
house slipper collection was a slipper 
boot of lambskin with a shearling 
lining. It was available in turquoise, 
gray, cinnamon and red. Dressy slip- 
pers for holiday selling were much 
in demand. Leading patterns were 
jeweled velvet flatties and flat-heeled 
velvet mules trimmed in either gold 
or silver kid. 





Allied Show Committees to Issue Style Reports Early 


NEW YORK—Style advisory 
committees of the Allied Shoe Prod- 
ucts Show will issue their reports 
on fall 1960 footwear two months 
earlier than usual as a result of the 
advance in show dates. 

The first of these forecasts will 
appear early this month, according 
to Jerome Schlakman, the show’s 
general chairman. Others will fol- 
low at intervals until the opening 
of the show. 

The Allied Show is slated for De- 
cember 15-18 in the New York 
Trade Show Building. 

“The advance of eight weeks in 
our reports, as well as the substan- 
tial increase in ‘lead time’ for shoe 
manufacturers in getting out their 
new lines, should prove a boon to 
the industry,” Mr. Schlakman com- 
mented. “This will contribute to 
better production schedules, faster 
deliveries, a longer selling season, 
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and more opportunity to field-test 
new styling features,” he said. 

The 10 Allied Show style commit- 
tees cover these categories: heels, 
lasts, rubber and nuclear soling, 
goring, leather soles, shoe fabrics, 
shoe trimmings, coated fabrics, or- 
naments and basic shoe components. 





NSMA Members to Meet 


In Chicago on October 27 


NEW YORK—The National Shoe 
Manufacturers Association will 
hold its annual membership meet- 
ing in Chicago during the National 
Shoe Fair. The two-hour meeting 
is scheduled for Tuesday, October 
27, at 5 p.m. in the foyer of the 
Grand Ballroom of the Palmer 
House. 

A business session at 6 p.m. will 
include reports by association of- 
ficers and the election of directors. 


Clifford Roberts Dies; 
USMC Executive, 62 


HAMILTON, MASS. — Clifford 
Roberts, 62, of Hamilton, vice-presi- 
dent and a director of the United 
Shoe Machinery Corporation, died 
September 16 at the Beverly (Mass.) 
Hospital following a brief illness. 

Mr. Roberts also was a director 
of the A. Kimball 
Company of New 
York, and of the 
Turner Tanning 
Machine Company 
of Peabody, Mass. 
He was a member 
of the Massachu- 
setts Commission 
on Atomic Energy. 

He was born in 
Burnley, Lanca- 
shire, England, 
and educated in Great Britain. Dur- 
ing World War I he served as a 
British Army major. 

Mr. Roberts came to the United 
States in 1924 and four years later 
joined what was then known as the 
experimental department of United. 
In 1936 he was made manager of 
this department and in 1940 he be- 
came assistant vice-president and 
director of research. He was elected 
a director and vice-president of the 
corporation in 1944. 

He is survived by his widow, 
Olga Muriel; two daughters, Mrs. 
Elizabeth Joyce Richardson and 
Mrs. Jean Roberts Simmons; two 
sons, John B. and C. Peter Roberts; 
five grandchildren, and two sisters, 
Mrs. Joyce Whittington and Mrs. 
Dorothy Whittington, both in En- 
gland. 
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Exhibitor List Reaches 35 
For Long Island Show Nov. 8 

NEW YORK — About 35 exhibi- 
tors have been signed to date for 
the one-day shoe show to be held 
by the Boot and Shoe Travelers’ As- 
sociation of New York, November 8, 
at the Garden City Hotel, Garden 
City, Long Island. Only manufac- 
turers’ lines will be shown. 

“We expect to make this a sea- 
sonal affair,” said Nat Hausman, 
executive director of the associa- 
tion. He said retailers in Brooklyn, 
Queens, and Nassau and Suffolk 
Counties have shown “keen inter- 
est.” 
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Can't beat these for style or sales appeal. 
They walk away with any girl’s heart. Viner 
builds youth and gaiety into every line. 

And their price is as popular as their style! 
In-Stock, of course, with service to match 
your sales. Try some and see. 


Write for latest In-Stock Catalog 


VINER BROS., INC. Bangor, Maine Shoe Craftsmen Since 1905 


Medallion 


Delora 


young and gay in every way 


IN-STOCK 
Retail $6-95-$9.95 





ONVE RSE 


\\ the complete line that’s geared to go in 1960 


Here's the 1960 canvas and casual line that insures fast 
sales action... all season long! New styles, new fabrics, 
new colors .. . for the whole family. 

Big sellers, big values . . . all built 

to the quality standards 

maintained by Converse 

for over 50 years. 


~ 


CANVAS SN F “6 
Customer-preferred for sports, gym, } Ny . ION 


general wear. Featuring the exclu- 


sive‘‘Triple C’’comfort cushion arch. , = 
ty CASUALS ——= 


a Styles with top sales-appeal . . 


light, cool, buoyant. Doubly appeal- ¢ oO oO L ETTE Lm 


ing because they’re washable. : ‘ ; 
Rainbow-bright styles in cool, super- 


soft, washable fabrics. Priced right 
for volume sales. 


CONVERSE RUBBER COMPANY His sample case 

, MALDEN 48, MASSACHUSETTS is filled with the 
. : big-selling styles 
Chicago Branch: 2000 Mannheim Road, Melrose Park, III. for 1960. 


100 Freeway Blvd., So. San Francisco « 241 Church St., New York 13, N. Y. 





Voice of the | rade 


“The store of tomorrow, if it is to be 
successful,” says WILLIAM WY- 
CKOFF, president of Edinger-Wyckoff 
of Stroudsburg, Pennsylvania, “will 
depend on the proper use of the tools 
which you give to your department 
managers and their sales staff. A true 
merchandising department must be 
established. The figure business 
should be returned to the comptroller; 
and merchandising should become an 
on the floor presentation of merchan- 
dise for the consumer to see, select 
and buy.” 





ARTHUR BENJAMIN, sales man- 
ager of Golo Footwear Corporation, 
sent us two Space Reservations for 
Lunar Flight No. Y664 . . . with the 
comment: “Knowing the Boot AnD 
SHOE REcORDER’s penchant for the 
unusual, it seems to me they will be 
happy to send you to the moon to 
interview the proprietor of the larg- 
est store there. To make sure you are 
comfortable, I got you two seats in 
the nose.” 

In a more serious vein, he adds: 
“These two passes were sent to me 
by DON HARVELL who is manager 
and buyer of Milton’s Shoes in Cocoa 
Beach, Florida. As you know, Cocoa 
Beach is just a stone’s throw from 
Cape Canaveral and these were given 
to all the small fry in the area. Made 
a great hit with them.” 

Lunar Flight No. Y 664 is set for 


October |, 1959 


“Date: May 2, 1979. Seat No. X-21. 
Blast Off 1800 Hrs. Travel the Lux- 
urious New DC-28 In Magnetic Gravi- 
tational Comfort. For Information 
Contact: EARTH TICKET OFFICE— 
Space Travel Agency, Burrus Build- 
ing, Cocoa Beach, Fla., U.S.A. SUn- 
rise 3-7238.” 
* * * 

“Balanced inventories are a necessity 
if we are to cope with the present 
economic situation,” says MEYER 
GOLDMAN of the Shoe Salon in 
Arthur’s Apparel Co. of Wilmington, 
Del. “We have a certain amount of 
money to spend. Also, we have to 
work against last year’s figures. If 
prices go beyond, we have to cir- 
cumvent or trim our costs so that we 
keep within a safe margin of spending 
and turnover. 

“Most every buyer and merchant is in 
the same position. We all have to 
figure out something until this present 
price problem blows over and we can 
attain a level on which we can work 
with the range of stock best suited 
to our needs. It won’t be easy. We 
will have to work harder in combing 
the shoe markets; 
posted on manufacturers’ products 
and what the public really wants in 
shoes. Smart management was never 


keeping closely 


more important than it is now. 
“Some of us will have to readjust our 
inventory limits by buying less styles 
and more sizes. Others will find it to 
their advantage to deal with more 
styles and less size range. No buyer 
can cut his commitments indiscrimi- 
nately. He can’t just lop off the in- 
creased amount he would have to add 
to his buying budget if he wants to 
maintain the same amount of stock 
he carried last year or the year be- 
fore. Each one has to find the best 
possible approach and solution to his 
specific problem.” 


BOOT ann SHOE 
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“Within five years you will see a tre- 
mendous shift in emphasis in this 
country to youth on all fronts,” says 
KAY CORINTH, merchandise direc- 
tor of Seventeen Magazine. Now, on 
the threshold of the 1960's, youth is 
on the march and making itself heard 


and felt forcibly. If you want cus- 
tomers in the 1960’s and beyond, you 
must recognize youth today. 

‘“‘We define the youth market as young 
adults in their teens, from 13 through 
19 years old. Today there are over 
17,000,000 teenagers and this seg- 
ment of our total population is in- 
creasing at a faster rate than any 
other. A 46 per cent increase is 
projected by 1967, when there will 
be about 27 million teenage boys and 
girls. The teenage group is the one 
group that can give you more and 
more customers over the next few 
years from the standpoint of num- 
bers. 

“Three and one-half million teenage 
girls work; and they earn 2.6 billion 
dollars. Boys earn more than girls. 
Add allowances, gift money, etc., and a 
minimum figure of ten billion dollars 
for the whole market is a modest one. 
“Number one interest of girls is 
clothes. Heaviest purchasing period 
is at the beginning of the school year 
when girls spend over 837 million 
dollars on clothing alone. High school 
girls average $179.98 each on new 
fall wardrobes. 

“If you win the young market during 
their teens, chances are you'll have 
them for life. In their early teens 
they are buying on their own for the 
first time. As they develop, become 
interested in more kinds of merchan- 
dise, and have more money to spend 
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in their later teens, they are forming 
buying habits for the rest of their 
lives. Catching them today is your 
business insurance for tomorrow.” 


* * * 


CHARLES S. TELCHIN of Telchin & 
Campanella, New York architectural 
firm, mentioned recently: “When the 
experts discuss the future of retailing, 
they talk in superlatives, and rightly 
so. Everything, it seems, will be big- 
ger by millions . . . than ever before. 
In only ten years, our present popu- 
lation of some 170 million will reach 
200 million. These thirty million new 
consumers will spend millions of dol- 
lars more each year in our stores. 
“There is no disputing figures like 
these. They are solid fact. But they 
do not tell the whole future of retail- 
ing. For the retailer’s competition is 
increasing just as rapidly. In the 
future, every store particularly 
the smaller department store . . . will 
be faced with tougher, more aggres- 
sive competition from the discount 
houses, shopping centers, mail order 
firms, and house-to-house selling. 
“Against this background, one thing 
is certain about future retailing. Com- 
placent store owners will soon be 
without a business. Since many out- 
lets will be selling the same merchan- 
dise, the problem will be this: How 
can a retailer persuade a customer to 
shop in his store instead of else- 
where? The answer, it seems, must 
be based on the store’s personality. 
The merchant must develop a_busi- 
ness so distinctly different from that 
of his competitors that customers will 
turn to him with the utmost con- 
fidence. A store cannot be all things 
to all people. It must create a definite 
image in the public mind. 

“A store’s personality, like that of a 
person, is composed of many traits. 
The owner’s integrity, the standards 
of his merchandise, the skill of his 
clerks ‘ee 
all effect. Most important in building 
customer confidence is the store it- 


all contribute to the over- 


self. The reason is simple: The store 
is a physical symbol of the owner's 
business standards. The layout of its 
departments, for instance, will attract 
or repel a customer the minute he or 
she enters the door. In the eyes of the 
customer, your store is you.” 
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Profile.... 


by ESTELLE G. ANDERSON 





GREGORY T. TOBIN 


ET out of the vortex of the whirlpool’s frantic pressures and into 
the calmer reaches of the outer periphery. You will live longer and 
enjoy life more. And that doesn’t mean getting out of the stream 

of an active life. It does mean doing a day’s work happily, effectively and 
usefully. Without being ground under the tensions, pressures and com- 
petition of today’s mad pace. Lucky the men and women who give heed 
to this advice. 

That’s exactly what Gregory T. Tobin did eleven years ago, when he 
became a buyer for Steigerwalt’s in Pennsylvania. There was all the interest 
and excitement of being responsible for the successful operation of the 
men’s and children’s shoe departments, as well as the rubber and canvas 
footwear. But there were none of the pressures that had been part of the 
previous pattern. 

He has enjoyed these eleven years of buying for the Main Line cus- 
tomers who shop at Steigerwalt’s . . . whose first store was founded in 
1876. In the intervening 83 years there have been changes, moves, new 
shops opened (and one closed). As of today, there are Steigerwalt stores 
in Haverford, Chestnut Hill, Wayne, and a leased department at Rowell’s 
in Germantown, Pa., all maintaining the tradition of quality, service, con- 
servatism, dependability. Three generations of customers have shopped with 
confidence at Steigerwalt’s, knowing that all their footwear needs will be 
taken care of in complete satisfaction. 

Actually, Greg Tobin is half of a team. Windsor Belfield, president of 
Steigerwalt’s and responsible for the women’s shoe departments, is the 
other vital half. Between them they take care of all the buying, management, 
. the “works.” 

. . decelerated as it may be 


publicity, advertising, promotion . . 

Greg Tobin appreciates the present pace . 

. . . simply because the years that led up to it were hectic enough for twog 
men. He was born in Syracuse, New York, on the cusp of the new century. 
Went through elementary and high school . . . followed by one semester 
at Dartmouth College. But he was restless and chucked it all to enlist in the 
(CONTINUED ON PAGE 44) 
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A standout for after-ski, cabin, and all-around cold weather 
vacation wear is this back-zippered boot in crushed Italian grain 
black leather. Styled to assure maximum comfort and warmth, the 


extremely simple two-piece shell is lined with genuine shearling. 


Traction when walking in snow or hill climbing is assured by the 
heavy corrugated cellular soles. Available, too, in brown, the after- 
ski boot is also styled for women with a knurled crepe sole. Bound 
to be liked by the growing number who enjoy crisp outdoors activ- 
ity is this Sugarloaf style by G. H. Bass. 





Top to bottom: “Rhap- 
sody,” pump on oval toe, 
in textured hopsacking, on 
12/8 polished maple heel, 
a Sun-steps by B. F. Good- 
rich Rubber Company; 
“Tampico,” plaid pump 
with removable matching 
bow, 17/8 heel and “Flat- 
tery,” with optional print 
bow matching handbag. 
All three items from Red 
Ball Summerettes. 


Top row, left to right: Two new 
Kedettes styles by U. S. Rubber 
Company: “Trinket,” teenage 
style, with new V-line vamp, 
Queen Anne heel, striped trim 
and insole, and “Sixpence,” 6- 
eyelet laced-to-toe tie on squash- 
ed stacked leather heel. Middle 
row, left to right: Two new 
Tred-Lites by Cambridge Rub- 
ber Company, Women’s elasti- 
cized side lace stepin and 
“Escapade,” child’s swivel strap 
pump in tangerine print. Bot- 
tom row, left to right: One- 
eyelet washable boot in pinwale 
corduroy with elastic laces, a 
Lofeze from Servus Rubber 
Company and a child’s 4-eyelet 
plaid blucher oxford, Fleet- 
wood by Tyer Rubber Co. 





Top, middle; “Prelude,” hand- 
painted sailcloth in oval toe 
pump, a Sun-step by Hood Rub- 
ber Company. Top left: “Sun- 
aire,” pump in Blonde Mist 
with multicolor plastic dots. 
Top, right: “Slenderaire,” cen- 
ter gore pump in orange fabric 
trimmed with plastic flowers. 
Both from Beacon Falls. Bot- 
tom row, left to right: Mother 
and daughter or big and little 
sister styles in red, the rosettes 
outlined in white. Both from 
Fun-Shus, International Shoe 
Company. “Sunbeam,” for 
misses and children in multi- 
colored printed duck, by La 
Crosse Rubber Company. 


Below: top to bottom: Two- 
tone, one-eyelet tie with 
strawcloth plug, by Bat- 
Shoe Company; all-over 
strawcloth stepin, with side 
gores, and asymmetric two- 
tone fabric stepin, both 
Wellco Foamtreads. 


Rubber-Soled Casuals... 


For the fall, promote them as part of a back-to-school wardrobe. 
Feature them as ideal for winter cruise and spring-into-summer wear. 


VERY year more style is put into lines of rub- 
ber-soled casual shoes. Today there is such a 
variety of types—of silhouettes and patterns, 

materials and colors, heels and lasts—that these shoes 
can become a twelve-month item in your store. 

In darker colors and sturdy materials, on flat and 
low heels, in sports oxfords and low boots, they are 
just the kind of shoe a school or college girl will wear 
all through the fall. They can be an important factor 
in your back-to-school or college promotions. Some 





manufacturers are already promoting them for busi- 
ness this fall for girls and for women, too. 

A second important promotion period is the winter 
vacation season. Every year more people are taking 
winter cruises or going south to Florida and other 
warm spots. Life is informal. Weather is warm. These 
cool, soft, colorful and washable shoes are often the 
most important type in a woman’s shoe wardrobe 
when she heads south in December, January, February 





and March. Carried over into spring and summer the 

same selling points are equally effective. 
In the new 1960 lines of rubber-soled casuals there 
(CONTINUED ON PAGE 61) 











Showplace 


“POR CALZADOS” in B. A., S. A. 


California Shop on the Avenida Santa Fe in Buenos Aires, 


South America, is luxury setting for sport and casual shoes. 


Eighteen panels . .. each measuring 5 
x 3 ft. are covered in pigskin and out- 
lined with bronze bands. This is the 
wall that separates the salon from the 
stock room. The chairs are wrought 
iron, upholstered in black and white 
handmade textiles. The fitting stools, of 
iron too, are covered with natural pig- 
skin . . . same as the wall. 


Full height plate glass windows with 
stainless steel frames, set into a black 
granite facade. Display fixtures are 
crystal shelves set on modern stands 
that are not visible. No detail has been 
overlooked. Not even the handle on the 
entrance door. It is covered in pigskin. 
This can be interchanged with other col- 
ors and leathers according to the season. 











by ESTELLE G. ANDERSON 


Left wall is made up entirely of alter- 
nating bands of light and dark Para- 
guayan wood. A glass case, set in hori- 
zontally all along this wall, serves to 
put the spotlight on special shoes. 


It’s all done with mirrors . . . three of 
them along the right wall . . . each 15 
ft. high and 6 ft. wide. Ceiling lighting 
is most unusual .. . zigzag design, cov- 
ered with natural cork. The flat portion 
is of white plastic, behind which the 
fluorescent tubes are placed. 


HE “Profile” in the June 1, 1959 issue of the 
BOOT AND SHOE RECORDER put the spotlight 
on the Pfifferling brothers, Richard and Ernesto. 
We reviewed briefly some of the biographical facts and 
mentioned that “Richard went north—to New York City, 
U. S. A.. while Ernesto traveled to South America and 
settled in Buenos Aires. Four years later, together with 
a partner, Ernest Blum, he opened his own shoe factory. 
From the very beginning, he specialized in women’s low 
heel, 14/8 California-type casuals.” 
In the logical sequence of events, it was a “natural” for 
Ernesto to open his own retail shop. Eighty per cent of 
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the shoes sold here are manufactured in his factory. Cus- 
tomers in and around Buenos Aires know that they can 
obtain every kind of low heel shoe or slipper, in a variety 
of leathers, materials and colors, at the California Shop. 
Ernesto Pfifferling wanted an elegant, most modern 
shop in the most exclusive section of Buenos Aires. To 
make sure he would get it . . . he employed Jonas Mond, 
one of South America’s best known architects. 
Structurally, Mr. Mond fashioned expensively, strongly, 
boldly. For the decor and appointments, he used granite, 
crystal, Paraguayan wood, leather, bronze. Put together 
these components add up to a quiet, effective luxury, 
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Report on the Russian 


Shoe retailing in Russia bears little resemblance to retailing in this country. 
It’s a take-it-or-leave-it proposition, with no competition for customers. 


ing practices begun to seep in. And 
this is found only in isolated spots in 
a few of the larger cities. Russians 
are conscious of the backwardness of 
their retailing methods. They greatly 
admire American stores and retailing 
techniques. But keep in mind that, 
necessity being the mother of inven- 
tion, we’ve had to develop and con- 
stantly improve everything involved 
in selling. That’s because we're a 
competitive, free-enterprise nation. By 
the same token, the Russians, unpres- 
sured by any competitive forces, and 
always operating in a seller’s market, 
could remain stagnant and still do a 
flourishing business. 


For example, the interiors of most 
stores are drab and dismal. Street 
selling, along the lines of the Oriental 
bazaars, is still commonplace. Little 
or no effort is given to making win- 
dows attractive. Merchandising and 
promotions, as understood by the 





This is a “posed” photo. Service such as shown here is rarely found in West, are virtually non-existant. There 


Russian shoe stores. Customers usually fit their own shoes, fitting stools is almost no advertising, except for 
are rarely used, salesgirls wear smocks, not smart clothes like those of the d The id f 
model, and the shoe shown is not at all typical of what’s available. propagance purposes. 9 


HE Russians have little or no 

concept of modern retailing. 

This is understandable. For 
forty years it has been a seller’s mar- 
ket, with a perennial shortage of 
goods matched by unsated consumer 
demand. 

Under these conditions there has 
been no necessity to sell or merchan- 
dise or promote goods to move them. 
There has never been any competition 
for customers. Hence there has never 
been any need for service. 

Russian retailing operates essential- 
ly on a take-it-or-leave-it basis. You 
wait your turn and are glad to get 
what you came in to buy. 

Only within the past year or two 
and it’s still 








has some semblance 


f i A real look inside a Russian shoe store. Note how customers fit their own 
only fragmentary—of modern retail- shoes as salespeople stand by. Note customers waiting behind seats. 
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Shoe Industry 


Almost 
nothing can be bought on credit or 
charge accounts. Sales personnel gen- 
erally tends to be lackadaisical, with- 
out interest. Efficiency in store opera- 
tion leaves much to be desired. 

Summed up, retailing practices are 
more than a half century, and perhaps 
a full century, behind ours. And they 
have been unchanged in any major 
sense for decades. The big roadblock 
to change or more rapid improvement 
is the underlying “system”—for every- 
thing must function according to the 
Master Plan which is drawn and 
regulated by Big Brother’s lieutenants 
in Moscow’s ivory towers. This suf- 
individual 
prise, inventiveness and creativeness 
at the store operating level. The store 
is run by the dust-covered “book” and 
who’s to worry about a better way to 
run the business? After all, there 
have always been more customers than 
goods. 


“customer service” is alien. 


focates initiative, enter- 


Nevertheless, as we said, improve- 
ments are slowing seeping in, with the 
gradual pickup in the availability of 
consumer goods. For example, Rus- 
sia’s first shopping center has been 
promised for this year. The newer, 
suburban stores are brighter, more at- 





Salespeople simply hand over shoes 
asked for by customer. The complete 
selection of styles (usually 10 to 20) 
is exposed on a shelf for selection. 
Rarely are all sizes available in even 
most of these styles. 
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tractive. More attention is being 
given to some of the Western methods 
of retailing (for example, a booklet 
on shoe retailing has been written and 
distributed to shoe stores—and numer- 
ous examples of shoe store windows, 
interiors, etc., are pictured. Inciden- 
tally, several of these pictures are of 
American shoe stores, greatly admired 
by the Russian shoe people.) 

With the gradual easing of “free- 
dom” under the recent regimes of 
Malenkov and Khrushchev, consumer 
griping about the quality and quan- 
tity of consumer goods, as well as 
service, has grown to an audible rum- 
ble—and is getting a semblence of 
response. Russian service is usually 
courteous, but slow and _ inefficient. 

Incidentally, a typical example of 
the retarded state of retailing meth- 
ods in Russia is the ancient abacus, 
used as a “counting machine” in every 
kind of store, big or small, old or 
new. There are no cash registers, no 
adding machines. In a shoe store, if 
you've bought several items, or want 
to make change, the cashier never 
uses simple pencil or mental arith- 
metic, but deftly flips the nodules of 
the abacus until she has the count. 
Considering the billions of individual 
store transactions, millions of man- 
hours (for stores and customers alike) 
are lost yearly through this antiquated 
practice. 


Russian Shoe Stores 


Understandably, Russia is woefully 
lacking in shoe stores. According to 
D. Murvanidze, Chief Consultant, 
Light Industry Dept. of the U.S.S.R. 
State Planning Commission (this is 
the “boss bureau” for the shoe and 
other 
Russia has “several thousand” shoe 


consumer goods _ industries), 


stores. However, from three other 
Soviet shoe industry spokesmen I got 


a more specific and consistent figure 








a 


in Russia’s most 
modern shoe store (in Moscow). Note 
how sizes are posted and are section- 
alized. Customer can be fitted only 
in own size department. Displays give 
appearance of many styles but each 
section duplicates styles in others. 


A fitting section 


of 1500 “specialized” shoe stores— 
meaning stores which sell shoes only. 
By contrast, there are some 24,000 
shoe stores in the U. S. 

Russian officials were always quick 
to point out to me that shoes are also 
sold in department stores. However, 
it’s unlikely that there are 50 depart- 
ment stores in the whole Soviet Union. 
Moscow, Russia’s largest city, has 
only three, including the Children’s 
World, more of a large specialty store. 

Moscow has only 60 shoe stores 
(New York proper has substantially 
over 1000). 

However, shoes in a large share of 
the smaller communities are sold from 
open stalls, often presented something 
as “table merchandise” on sidewalks. 

An over-all interesting contrast: in 
the U. S. there are an estimated 67,000 
retail store outlets (department stores, 
clothing stores, variety stores, general 
stores, etc.) which sell shoes. Im- 
portantly, all of these are stores. 

The Russians impressed upon me 
that their stores were large. They 
cited that their average shoe store em- 
ployed 15 to 20 people. Our average, 
by contrast, employs two to four per- 
sons. However, I saw and _ visited 
numerous shoe stores that were at- 
tended by two to four persons. 

But there’s one big difference. Our 
vastly greater number and variety of 
shoe stores means a greater spread of 
customer traffic, permitting individ- 

(CONTINUED ON PAGE 50) 
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THE UPPER LEATHER IN THESE SHOES IS 


Jotioks 


% the shoes you love to live in 


STYLE: Plaza 
Unlined, Cush Un Soft construction 


MATERIALS AND COLORS: Black Knight Suede 
Evanette Suede 
Admiral Blue 
Town Brown 
Sandpiper 
TRIM: Matching kid leather 


sizes: 4 to 10, AAAA to D 


for complete information please write 


directly to Dunn and McCarthy, 
Auburn, New York 


ANS 
OA fo 


ty 
2 


* Quality * 
* Controlled - 


4 


Standardize on EVANS LEATHERS for Uniform Quality 


$t.185 
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*2) BLACK KNIGHT 


* 


* Controlled 


Uniform Quality doesn’t just happen 
... in Leather... or in Shoes 


In Evans Leathers, the Evans Quality Control System makes it happen. 
So standardizing on Evans Leathers goes a long way toward making it happen to shoes. 


That is why many volume manufacturers of good shoes, like Dunn and McCarthy, 
makers of the popular Enna Jetticks, standardize on Evans Uniform Quality Leathers. 
Their records show that depending upon Evans Leathers for uniformity in color and 


quality, from lot to lot and grade for grade, keeps their sales curves rising. 


JOHN R. EVANS & COMPANY camDEN, NEW JERSEY 1857-1959 
The House of Uniform Quality Leathers. A Member of the Kid Leather Guild. 
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MANY U 00 as many a there 


ae outdoor actwitie 


© for sportsmen 

© for farm workers 

© for construction workers 
@ for truck drivers 


@ for service station attendants 





1024... LIGHTWEIGHT 
COMFORT WITH 
lecther. Treeted RUGGEDNESS 


sweat resistant 
oak leather insoles. 
Goodyear storm 
welting. Non-skid 
“Ribber’’ soles and 
heels. 


COST TO YOU— 


There's a big demand for boots that are soft, flexible, light- 
weight, comfortable, firm underfoot, sturdy and weather 
resistant all-around. Acme makes ‘em and makes ‘em right, for 
Acme knows how to build boots! The values will set the 

pace in your town... and there's plenty of out-of-doors boots 
business waiting for you! 











1044 .. . ‘““FEATHER-WEDGE”’ 





boots belong in staan 
1034... INSULATED today’s comfortable, seus ueienad 


sports leather. 





Fully insulated in both foot and top. Full- practical, colorful Gesdyeer “CO: 


grain cowglove lining “a — = ae: ak seineeitinn 
mane aes. way of living. sole. Treated 
‘ ' 
DUK-BAK leather leather insole. 
with “‘Ribber 
soles and heels 





COST TO YOU— 





COST TO YOU— 


1090 .. . ALL PURPOSE 


Soft pliable long 
wearing elk 

’ leather. Non-tar- 
nishing brass eye- 
lets. Water re- 
pellent “Dura- 
Cord’’ laces. Stur- 
dy cork soles and 
heels. 


COST TO YOU— 








OF i NATIONAL SHOE FAIR— 
saanindh © hat i ati Se meg §=—§ Oct. 25-29 Rooms 706, 730—PALMER HOUSE. 


Clarksville, Tennessee 











ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, 


aiAnEaS | - _ ENGINEER BOOTS AND PARADE MAJORETTES. 
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Evolution of a Shoe Store 
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Sloan Culver, co-author of this article, and his brother 
Homer (left) in today’s store. 


VE sat on a log and Adam wrapped swatches of 
dinosaur hide around her feet and tied them on 
with a six-quarter length of whang. 

“There now, Eve,” he said. “They’re beautiful and a 
perfect fit.” 

She looked at them critically. “I don’t like the color. 
The heels are too low. They just don’t DO anything for 
me. Make me some from mink—two sizes smaller.” 

Customer reaction to shoes has changed very little since 
then. Otherwise, there is little in the modern shoe store 
to identify it with its ancient predecessors. But let’s skip 
the intervening thousands of years and tell about the shoe 
store of the 1890’s and work up to the modern version. 
There are still a few of us who can remember back 


that far. 


Culver’s went along with the times. A new front was added 
in the 1920's, with more glass and a recessed entrance. 
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The Case History of a 70 Year Hitch 
by 
SLOAN CULVER and 
JEAN JAMISON BOETTIGER 


The 1959 version of a shoe store. H. L. Culver & Sons Co., 
Eau Claire, Wisconsin, as it looks today. 


The Culver shoe store is a typical example of the set- 
ting in which people bought their footwear in those days. 
It was opened in 1892 in the lumber town of Eau Claire, 
Wisconsin, and occupied the entire first floor of a brick 
building on the main corner of the town. Down through 
the years this intersection has maintained the heaviest 
traffic count in northwest Wisconsin. (Plug) 

Entrances to Culver’s opened on both streets. The store 
was spread 50 feet wide and 120 feet in depth with a 
70 foot L at the rear. The hardwood floor was bare 
except for carpet runners in front of the pew-like, leather- 
covered settees. A figured sheet metal ceiling was at 
cloud level. 

(CONTINUED ON PAGE 51) 


In the 1890’s shoe cartons were stacked three high on the 
shelves and ladders were needed for the upper regions. 





Where Are You Going 


IX years ago there came into existence in our in- 
dustry an entirely new concept for a trade asso- 
ciation: Independent Shoemen. 

What brought this about? 

In the past, only individual segments of the trade had 
set up associations. Each was worthy and necessary. 
Each was geared to serve the needs of its members within 
its own sphere. The manufacturers have an association; 
so do the travelers; so do the retailers; so did the 


* Thus, a pattern of unilateral representa- 


wholesalers. 
tion existed within a given field or segment. 

Following World War II, a combining of the various 
segments in the industry came about. At first this 
phenomenon was little noticed. Then the combining 
accelerated. It started quietly enough with a wave of 
mergers at the manufacturing level, each of the “Bigs” 
acquiring, where it did not have coverage in the field, 
a low or medium or high-priced men’s, or women’s, or 
children’s line until each pretty well covered the market 
in terms of price in the three major parts of the shoe 
business. 

Having cornered the market at the manufacturing 
level, the next step was not only logical but necessary— 
from their point of view. The next step was the in- 
vasion of the retail field. After all, it’s one thing to 
make shoes and it’s another to sell them. Why not buy 
the market? That is exactly what happened. 

At first it was individual stores bought outright or 
the setting up of some small operator in business. If the 
retailer failed, fine; Mr. Big took over the store at 
around 50 cents on the dollar. If the retailer became 
successful and paid off his almost impossible obligation, 
and tried to strike out on his own, bingo! Often an- 
other store was opened nearby with the same lines he 


*The Association of Footwear Distributors. a group of 11 of 
the largest wholesalers in the U. S., joined Independent Shoe- 
men as a unit January, 1959. 


FRANCIS RYAN 


Treasurer 


F, T. UNDERHILL 


Executive Director 


had struggled to build up in the area. The squeeze was 
put on him. But this means of buying a retail market 
was relatively slow. Why not acquire a chain? Instead 
of one captured outlet at a time, you can acquire a 
whole slew at once. So they started buying up chains. 
In addition, they created their own chains. 

What does this all add up to? In the first place there 
no longer are just unilateral segments of the industry, 
each with its own problems separate from the others. 
The three major segments of the American shoe industry 
—manufacturing, wholesaling, and retailing—under the 
Bigs have became bilateral, with the same ownership 
and control. 

The rest of the industry was, in effect, “out in left 
field.” Thus the idea for Independent Shoemen was 
born: a bilateral trade association within the industry 
combining all independent segments for their mutual 
help and survival, and at the same time recognizing that 
each segment has its rightful place independent of the 
other. The manufacturer has his field, the retailer his, 
the traveler his, the wholesaler his, and the allied sup- 
plier and the tanner, his. 

If the present trend continues, how many customers, 
for example, will the tanner, the sole-leather man, the 
box-toe man, the eyelet supplier and the multitude of 
other persons who supply the findings and other com- 
ponent parts of shoes, have? How many accounts have 
they lost already? Are their problems any different 
from those of the independent shoe manufacturer or 
wholesaler who is facing a dwindling number of inde- 
pendent retailers? You bet they are not. 

Every successful civilization and nation in history, 
including the U.S.A., grew strong and prospered be- 
cause of the individual efforts of independent enter- 
prise. And each in turn went down the drain and 
faded into oblivion when independent enterprise ceased 
to function. 


JACK DeWILTT GEORGE MASON 


Secretary Vice-Pres., Wholesalers Div. 
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Independent Shoemen was created and has grown 
because more and more of the independents within the 
industry have in one way or another been brought 
face to face with the reality of a shrinking market. 
Independent Shoemen does not profess to be all things 
to all people. It does, however, profess to offer a 
united front for all segments in the industry. It is a 
watchdog and sounding board for all groups. It 
acknowledges and recognizes that each segment has 
not only its individual problems, but an overall far- 
reaching problem, the preservation and survival of the 
interrelated segments. 

Independent Shoemen has done a yeoman’s job for 
the industry in legislative matters and in contributing 
educational material that has not been found elsewhere 
within the industry. 

No other organization within our trade has been 
so active in legislative matters as Independent Shoe- 
men. The executive director has appeared in Washing- 
ton on numerous occasions, and has covered such im- 
portant bills as the Bentley bill, which deals with equal 
pricing. The Harris bill dealing with fair trade was 
another bill which had the support of Independent 
Shoemen. 

Most of the industry is aware of the stand that In- 
dependent Shoemen took on shopping center leasing, 
and also is aware of the fact that this hearing was 
instigated by action taken by IS. 

During this hearing it was pointed out that the trend 


Semmes 
‘ 


CARL SHER 


Vice-Pres., Allied Products 


LES HAFEMEISTER 
Vice-Pres., Mfg. Division 
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JAMES RICK 


President, Independent Shoemen 


In an age of business mergers and acquisi- 
tions the independent often finds himself 
competing for his very existence. The IS 
offers to help him fight back the inde- 
pendent way—by helping himself. A state- 


ment of policy by James Rick, President. 


towards monopoly certainly is a reality, and also that 

Independent Shoemen is more alert to this situation and 

active against it than any of the other trade groups. 
(CONTINUED ON PAGE 48) 


FRANK HOMAN 


Vice-Pres., Shoe Travelers 


MEADE McCAIN, Jr. 


Vice-Pres., Retail Division 
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A. Extra Profit «Extra Fashion Prestige for the Tweedie Dealer 


. Shaw Delivered Now! 


“resort” 
atmosphere 
styling 
...fit like a suntan — 





NATIONAL SHOE FAIR 
Conrad Hilton Hotel, Chicago 
Srd Floor « Astoria Ballroom 
OCTOBER 25 to 28, 1959 


TWEEDIE FOOTWEAR CORPORATION 
Jefferson City, Missouri 
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Write or Wire Today for In-Stock Catalogue 


Carl Henry, Inc., Maysville, Ky. 


—<_ 
ae 
CONRAD HILTON HOTEL; ROOMS 812A, 813A, 814A, 856A, 857A, 858A...CHICAGO, ILL. 
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Profile: Gregory T. Tobin 
(CONTINUED FROM PAGE 28) 


Navy. Soon thereafter he trans- 
ferred to the Air Corps. (Before 
some of our readers write in to tell 
us that we err in designating it as 
the Air Corps, we hasten to add that 
since this transpired in 1917-18, dur- 
ing World War I, that reference is 
correct. It was changed to Air Force 
in 1947.) At any rate, Greg was in 


the branch of the Air Corps that 
was assigned to patrol the coast of 
Ireland and the Irish Sea. In retro- 


spect, he says, it was a “snap.” 

That’s more than he can say about 
his stint during W.W.II; but we will 
go into that a bit later. 

When he got out of the Air Corps 
he worked for a steamship company. 
He sold transportation space; and in 
those days that meant real selling. 
There was not even a gleam nor a 
glimmer of today’s travel mania. 

Followed a short term with one of 
the pioneers of industrial films .. . 
presentation on film of factory op- 
erations and production, through 
charts and pictures. That was early 





today's best the. value-- 
with delivery when you 


Shaw has always offered quality men’s shoes, 
priced in the volume range where retailers and 
consumers alike look for a sensible price and 
REAL VALUE! Retailers know they can depend 

on Shaw for these things, plus delivery of 


shoes when they want and need them! 


Our unique Trade Builder way of 
supplying you with OVERNIGHT serv- 
ice from the over 60 Shaw dis- 
tributors in every section of the 
country, gives you low invento- 
ries and high profits and 
SHOES WHEN YOU WANT 
THEM! Regular NATIONAL 
ADVERTISING in leading 
men’s magazines pre-sells 
your customers for you — 
makes your selling job 

that much easier. 


NEW, STRIKINGLY DIFFERENT black California welt seam 


through the center of vamp and on quarters, dark brown 
Beaver leather, three-eyelet raglin Blucher, French cord- 
ing on tongue, leather quarter lining, right and left 
quarters, twill vamp lining, hg * arch, Nuclear out- a 
5 Combination last. 

> 2, 


sole, rubber heel, on our 
IN-STOCK to retail profitably” at $10. 95-$11 


Perhaps you too would 
like to join the constantly 
growing list of Shaw re- 
tailers, who are enjoying 
steady sales at good 
mark-up, and building 
their business on Shaw 
quality and service! 


¥ ADVERTISED mS 
a - 


FREE rie 


“Over 38 Years of Quality Shoemaking” 
M. T. SHAW, Inc., Coldwater, Michigan ~ 
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in the ’20’s and there were not 
enough people nor interest in it to 
actually make a go of it. 

In 1929 he went to work at Macy’s. 
That was his initiation into the ac- 
celerated pace and operation of 
Macy’s . known the world over. 
That is where he learned his mer- 
chandising and buying basics ... 
with special concentration on men’s 
and children’s shoes. 

Nothing too drastic happened. He 
just worked harder and moved along 
successfully right up to June 1, 1941, 
when he went to Washington, D. C., 
on “loan” to the War Production 
Board, to work with Donald Nelson 
as counsellor on the shoe program. 
His job was to expedite the con- 
tracts, production, sizing and dis- 
tribution of shoes. He made sure 
that the lasts and equipment were 
in the right place at the right time 

. to fill orders carefully and 
quickly. By December 1, 1941, the 
program was at top efficiency to op- 
erate on a peace-time basis. Greg 
Tobin breathed a sigh of relief and 
went back to work at Macy’s. It 
was a short respite. Only one week 

. for war was declared on Decem- 
ber 7th . .. and he was back at 
W.P.B. Ostensibly for a few months. 
Actually he stayed for the duration 

. . four years, in which he shuttled 
between Washington, New York and 
Boston. That was where the W.P.B. 
arranged with manufacturers for 
the ailocation of material, machinery, 
leather, rubber .. . everything that 
was necessary to make the finished 
shoes, 


The war years were difficult years 
for Greg Tobin. He had to be in 
touch with research and develop- 
ment, purchasing, allocation. He 
worked ten hours a day, seven days a 
week. Helped line up the factories 
and kept them happy .. . willing to 
cooperate in the war program. He 
did his job well and accomplished 
the near-impossible. He has tangible 
memento along with cherished in- 
tangibles, On April 25, 1945 he re- 
ceived an award from the Office of 
the Quartermaster General ... a 
plaque presented by Brig. Gen. Rus- 
sell A. Osmun and the citation read: 
“To Gregory T. Tobin, Technical Ad- 
visor on Shoes and Leather. In rec- 
ognition of his distinguished service 
to the Office of the Quartermaster 
General in the skillful and tactful 

(CONTINUED ON PAGE 46) 
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SELL FEATURES! 


...for top profit, 
for top turnover 
and rock bottom 
sales cost! 





Cushion 
Arch-Lift for 
Support 


Buoyancy 
Cushion 
tor Comfort 


Once a man puts on his first pair of MASSAGIC or PORTO-PED* 
shoes, the built-in comfort that comes from their exclusive features 
starts making repeat sales for you! He likes the carpet of soft 
sponge rubber that cushions his step. He likes the snug support 
he gets from their firm, flexible Arch-Lift. He likes their brisk, 
manly styling that’s always in today’s best taste. He likes the 
look and feel of their soft, supple leathers. He likes the idea of 
buying shoes that are consistently advertised in the magazines he 
reads. He likes their reasonable, practical price range of only 


$15.95 to $23.95. And what he likes, he comes back for, again and again! 


Brilliant styling, built-in comfort, and national advertising move 
MASSAGICS and PORTO-PEDS off the walls fast and in 
volume, with little sales effort and low sales cost. And the reason 
is simple . . . theyre habit-forming! 

NT 
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% 


oy 


“The Weyenberg- Portage Creed" 
@ We will sell fo you, not compete with you. 


@ We own no stores or leased departments in competi- 
tion with your store. 


@ We are manufacturers, not retailers. Our entire 
efforts are bent to serve our retailing customers. 


© We leave the job of shoe retailing in our customers’ 
capable hands. 


See Them BOTH at the 


NATIONAL SHOE FAIR 


Private Dining Room 14, Club Floor 
Palmer House, Chicago 


IS WEYENBERG SHOE MANUFACTURING CO. 


, ‘ PORTAGE SHOE MFG. CO. 
*Memee™ MILWAUKEE 1, WISCONSIN 
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Profile: Gregory T. Tobin 
(CONTINUED FROM PAGE 44) 


development and operation of the 
Army’s footwear procurement pro- 
gram. His outstanding contribution 
has resulted in great savings to the 
government and increased opera- 
tiona] efficiency. (Signed: Henry L. 
Stimson, Secretary of War.)” 

On October 17, 1945, the New En- 
gland Shoe and Leather Association 
honored him. They tendered him a 
dinner in honor and recognition of 
his outstanding service. They also 
presented him with a silver tea ser- 
vice. 

After the war, he went back to 
Macy’s for a short time. Then he left 
to organize Shoes Associated. This 
group of retailers felt that concerted 
action as far as buying, merchandis- 
ing and exchange of ideas was con- 
cerned might act as a_ bulwark 
against the increasing scope of mer- 
gers. 

In 1948, Greg Tobin joined Stei- 
gerwalt’s and has been there since. 
He buys all of the men’s and chil- 
dren’s footwear . . . such lines as 
Wall Streeter, E. E. Taylor, Ger- 


on 
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berich-Payne, Miss Sandler, Reider’s 
Big and Little Sister, Walkin. As 
far as the children’s shoes are con- 
cerned, he says: “I think the junior 
runs now have gone completely to- 
ward the style angle. The trend is 
very definitely toward fancy, style 
shoes. The good basics —the welt 
business—are still a factor in sizes 
up to 12 ... where the parent has 
some say about the kind of shoes she 
wants for her children. Beyond that, 
the children tell the parents and it is 
difficult to find out what they want 
or what they are going to buy. The 
children’s business is getting to be 
more like the women’s business, with 
emphasis on style rather than wear 
or comfort. There was a time when 
the distinction between the teen- 
ager’s and women’s shoe business 
was obvious. Not any more. Now 
they all seem to be one.” 

Steigerwalt’s has stayed within the 
same grade. Their customers are not 
particularly price conscious, They 
have proved they are more concerned 
with quality and fit. If this means 
paying a somewhat higher price, 
they would rather do that than grade 
down. 


* 
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These have been satisfying years 
for Greg Tobin . . . interesting, ac- 
tive, rewarding; but still in the outer 
periphery ... away from the hectic 
life. There have been problems. 
There were bound to be; but nothing 
that could not be resolved. He be- 
lieves strongly in the simple tenet: 
“Don’t try to imitate anyone else.” 
In this case: “Don’t try to be any 
one other than ‘Good, old Steiger- 
walt.’ ” 

Even as we are writing this, Greg 
Tobin is off on a three week’s vaca- 
tion. He and his wife are driving up 
to New England to drop Greg, Jr., 
off at Williams, where he has an- 
other year to go before graduation. 
Then they will be on their way to 
see friends whom they haven’t con- 
tacted for some time. They also plan 
to revisit some of the familiar 
haunts. 


Ray Watts of the Commonwealth 
Shoe and Leather Company, Gardi- 
ner, Me., has been elected a new 
director of the Associated Indus- 
tries of Maine, an organization of 
manufacturers. He starts a three- 
year term in January. 
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#79505 mer 


Bc ys, as above, sizes 


A TESTED BEST SELLER “is 


FOOT KING’ 


Hoc leather, Pillow vamp, Swirl, White insert, Ornament on 
) @ $5.90 
1-7 #77506 BD @ $5.05 





ENT Sy 


Ss 


79506 
Men's stocked 
BCD @ $5.90 

Boys’ 77506 
BD @ $5.05 


SHOE TRAVELERS ASSOCIATES 


That Helps You Grow ! 


SPRING FOOTWEAR MARKET WEEK 
November 8, 9, 10, 11, 1959 
LOS ANGELES, CALIFORNIA 


ALEXANDRIA—BILTMORE HOTELS 


WEST COAST 


PRESENTS 





Three eyelet tie with White Insert #29540 BD @ $5.80 
Boys’, as above, sizes 1-7 #27540 BD @ $4.95 

FOOT KING—Nationally Known—Keep you competitive— 
Reliable shoes that SELL, at profitable mark up. Write for 


catalog "M”". 
A. S. KREIDER & SON CO. PALMYRA, PA. 








——FOR RESERVATIONS—— 
DAVE KLINESMITH 
EXECUTIVE SECRETARY-TREASURER 
ALEXANDRIA HOTEL 
W.C.S.T.A. HEADQUARTERS 


210 W. FIFTH STREET, LOS ANGELES 13, CALIFORNIA, MADISON 9-2627 
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How Does Nick Fix Make A 


Customer’s Eyes “Bug 


Out” With 


WELLCO FOAMTREAD Casuals? 
{ 





Family Shoe Store Success Story #8 


by Nick Fix, Men’s Buyer Robinson Shoe Company, Kansas City, Mo. 
As Told to U PI Reporter 





It happens every time I demonstrate the flexibility of a 
WELLCO FOAMTREAD casual or slipper. I suddenly twist the 
FOAMTREAD in a complete 180 degree turn. Then I stand 
there and watch the customer’s eyes bug out while the 
FOAMTREAD springs back into shape. 

Practically Wear-Proof | Sales More Than Double 
Yes, FOAMTREADS are practically | 
wear-proof. Flexible counters 
you can’t crush . . . sponge 


TREAD Sales in all six Robinson’s 
stores have more than doubled 





So, its no wonder that Foam- | 


rubber midsoles . . . outsoles you 
just can’t wear out. And the sale 
is a wrap-up when we tell a 
customer that FOAMTREADS are 
absolutely washable. Most of 
them have never heard of a 
washable slipper before. 





in the last two years and we 
expect to increase our FoAM- 
TREAD volume this year by the 
same margin. Why, in our last 
Father’s Day promotion alone, 
we sold 634 pairs of Foam- 
TREADS. 


Family Shoe Store Customers Are Demanding. That’s 
Why Family Shoe Stores Carry WELLCO FOAMTREADS 


For more information about the WELLCO FOAMTREAD line, 
write to Joe Stanelli, Vice President in Charge of Sales. 
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SUCCESS STORY. Nick Fix shows how he closes the sale by 
demonstrating the flexibility of WELLCO FOAMTREADS. 


4 to 5 Turns 


We turn over our stock of 
FOAMTREADS 4 or 5 times a year. 
| Markups are substantial. Mark- 
downs are few and far between. 
FOAMTREADS are no problem to 
fit, the stylings are up-to-date, 
| the assortment is ample, and we 
get good service on fill-ins. 


Most Profitable 


Our relationship with Wellco 
has been excellent in every way. 
Their salesman is most coopera- 
tive and the company is most 
helpful. Both do everything pos- 
sible to help us merchandise. 
Any way you look at it, selling 
WELLCO FOAMTREADS has been 
most profitable for us. 








welico 


WELLCO SHOE CORPORATION, WAYNESVILLE, N. C. 


In Canada, ‘ 


‘Foamtread"’ Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 
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Independent Shoemen fis: 


Where Are You 
Going Alone? 
(CONTINUED FROM PAGE 41) 

We have made definite recommen- 
dations for a program of lease in- 
surance which has the hearty sup- 
port of many members of Congress. 
Senator Humphrey has written the 
heads of 30 of the largest insurance 
companies, asking that they come 
up with some type of lease insur- 
ance that would allow independent 
merchants to compete in these im- 
portant markets. Senator Humphrey 
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has also indicated that should the 
insurance companies fail to submit 
an adequate program for lease 
financing he will come to the next 
session of the legislature with a 
program for government backing in 
these leases. 

I.S. has also made numerous sug- 
gestions to both the Senate and 
House, as well as the various sub- 
committees, for controlling the 
trend toward monopoly and also pre- 
serving the markets for indepen- 
dent small business. It has already 
instituted three anti-trust cases, 








De | | shoes give you sales features 


that INSURE your PROFITS 


Our sales are up 15% for Fall — 


Drew shoes mean extra profits 
for your store! 


DREW shoes simply out-perform 


others with — 


@ Fresh, imaginative styling 


Superior fit and steady repeat business 
— not subject to chain store competition 


Always IN-STOCK for greater turnover 


Visit us 
at the 
NATIONAL 


SHOE FAIR 
Rooms 833 
and 841, 
PALMER HOUSE 





Extra sales and profits at $16.95 to $19.95 
retail—the volume price in the quality field 


Special financial assistance to 
stores and qualified persons 
starting in this field 


| DREW. 


—_, hoes 


Many doctors recommend our basic shoes 


JUDITH — No. D12641, black calf; No. 
32641, walnut brown calf; No. 52641, 
red calf; No. D42641, blue calf. Beauti- 
fully detailed pump, elasticized, cookie, 
single sole, 14/8 Cuban heel, No. 44 
last, IN-STOCK. Sized AAAA, 7 ¥2 to 10; 
AAA, 7 to 11; AA, 6% to 11; A, B, 6 
to 11;C, 5% to9;D, 5to9;E, 5to8 i. 
(D & E widths, black only.) 


Write TODAY for new 
IN-STOCK catalog! 


THE IRVING DREW CORPORATION. 


LANCASTER, OHIO 


(NEW YORK OFFICE — 746 Marbridge Bldg.) 


(LOS ANGELES OFFICE — Room 881, Alexandria Hotel) 


DREW @ DR. HISS @ 


CANTILEVER-GROUND GRIPPER 


© TOWN WALKER 





which have slowed down this trend, 
and at the present time has other 
cases on the fire. 

It has been our constant aim to 
help the small businessman through 
education, and our Operational 
Know-How program, inaugurated in 
January of this year, has been a 
tremenodus boon to the small opera- 
tor. 

Through this program, as well as 
through the many fine observations 
as presented in our monthly news- 
letter, I.S. has been very instrumen- 
tal in mapping a course for the in- 
dependent in all branches of our 
industry. 

Independent Shoemen offers a 
complete program for every mem- 
ber of the shoe industry, no matter 
what segment of the industry he 
may be in, and welcomes the ques- 
tions of the entire industry on any 
problems they feel are confronting 
them. 

So, we come to a question posed 
for every independent: “In this bi- 
lateral age in the shoe industry, 
where are you going alone?” Inde- 
pendent Shoemen offers you a very 
practical and satisfying answer. 





IS Annual Convention, 
Chicago, October 24, 1959 


The annual convention of the In- 
dependent Shoeman will be held, 
as last year, at the Sheraton-Black- 
stone Hotel, Chicago. 

At 4:00 p.m. there will be a gen- 
eral business meeting, open to all 
members and directors. Cocktail 
hour will be 6:00 p.m. and the an- 
nual dinner meeting will be at 7:00 
p.m. 

Following the dinner meeting, 
there will be a panel discussion led 
by IS president Jim Rick, treasurer 
of Curtis-Stephens-Embry Shoe Co. 
The subject to be discussed will be 
“What Is the Independent’s Future 
in the Shoe Industry?” Panel mem- 
bers will include: William A. Rossi, 
Field Editor, BOOT AND SHOE 
RECORDER; Jim Sutton, Editor, 
American Shoemaking Magazine; 
John Esch, Leverenz Shoe Co., rep- 
resenting the manufacturing divi- 
sion; Guy Laird, representing the 
salesmen’s division; Eric Franken, 
a shoe retailer from Little Rock, 
Ark.; Nat Rosenberg, a wholesaler 
from New Orleans, La.; and Wil- 
liam A. Scanlon, representing the 
Boot and Shoeworkers’ Union. 
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"You're the first 
salesman who ever 
told me what makes a 


quality shoe for children” 


Sweet words, aren’t they? 


Words that indicate complete confidence in the salesman... and 
the shoes he sells. 


Words that are filled with sincerity ...and sales. 


Words that are heard often... when the shoe is Pro-tek-tiv. 


Why? Because most people just don’t know what makes a quality shoe. 
You've got to tell them. And to tell them convincingly you must show them a 
shoe with a// the quality features. 


One or two features won’t do. They leave the customer only half-convinced— 

only half sold. To completely convince them . . . to instill the conviction 

that creates repeat sales...you must show them a shoe with a// whEMBE, 
the quality features. . v, 


AND THE ONLY SHOE WITH ALL THE QUALITY 
FEATURES IS PRO-TEK-TIV. 


Za 
For full information about the Pro-tek-tiv line, or details about > 
a Pro-tek-tiv franchise, write: Mv 


Voent 


Pro-tek: tiv’ 


CURTIS ¢ STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 








THESE SELLING FEATURES 
MAKE SENSE TO PARENTS 
. » - SALES FOR DEALERS 


ONLY 
Pro-tek-tiv 


HAS THEM f ALL! 


BUILT-IN HEEL WEDGE 
. .. to help keep ankles from 
turning in. 


ry | it ‘s ) 
\/ 
Rash —/ } 


EXTRA HEEL FITTING AID 
. to help hold the heel in 
normal position. 





LOWER OUTSIDE QUARTERS 
- » » NO gap at the sides—no 
slip at the heel. 


RIGHT AND LEFT HEELS 
. help give added support to 
inner side of foot. 


DIFFERENT ARCH-HEEL HEIGHTS 
. changed twice in each size 


BREAK-IN DIMPLES 
. provide natural rest for 
the foot. 


\\ 
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FREQUENT LAST CHANGES 
. . . twice in each size range. 
Other brands change only once. 


The Russian Shoe Industry 
(CONTINUED FROM PAGE 35) 


ualized service, something virtually 
impossible in Russia because of the 
constantly jammed store traffic. 

The Russians proudly pointed out 
that their average shoe store did a 
unit and dollar volume 
than couldn’t and 
didn’t that. With few 


stores and few shoes and tremendous 


far greater 


our average. I 
argue with 
demand, shoe units actually pour out 
of stores. And at an average of $50 
or $60 a pair, there’s no debating 
their superiority in dollar volume. 


Store Building Program 
Now that 
are trickling in, and consumer demand 


more consumer goods 


for goods is becoming more pressing, 
Soviet authorities recognize the physi- 
cal inadequacies of their retail store 
network. <A 


and modernization program is now in 


modest store building 
process. For example, Russia’s larg- 
est shoe store (in Moscow, and em- 
will be 
dwarfed by a new shoe store twice 
that size. GUM and TSUM, two of the 
largest department stores in Russia 
(but 


ploying some 70 persons) 


only medium-sized by U. S. 
standards) will undergo major recon- 
struction in the next two years. Two 
pre-Revolutionary department stores 
in Leningrad will also soon be en- 
larged and remodeled. Tbilisi, a city 
about the size of Milwaukee, will build 
its first large department store in 25 
years. 

Nevertheless, because the Russians 
started so far back, and waited in- 
ertly so long, it will be considerable 
time before they even begin to have 
For 
the large city of Kiev has seen its 
population doubled in the past 20 


adequate store space. instance, 


years, but has increased its store space 
by only 20 percent. 

Department and other larger stores 
are open seven days a week. Sunday, 
the non-working day for most Rus- 
sians, is the busiest store day, with 
Saturday next. 

Shoe store hours are fairly stand- 
ardized: 10 A.M. to 7 P.M., and closed 
from 2 to 3 in the afternoon for 
lunch. 

Another modernization step in shoe 
retailing is the rising interest in self- 
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service shoe stores. This has acceler- 
ated smartly in the past year or two, 
and the pace is expected to step up 
even more. 

The first self-service shoe store was 
opened in Leningrad in 1956. By 
1958 there were 12 of these in the 
city. Such stores have started in a 
few other cities, including Moscow, 
where there are several in operation. 


“Self Service” 


Discussion of “self-service” shoe 
stores with Russian footwear spokes- 
men proved interesting. They told me 
about “tests” on the time consumed 
in buying shoes in a regular store 
versus a self-service store. They found, 
they said, it required 12 minutes time 
in the regular shoe store, as against 
only 81% minutes (or 27 per cent less) 
in the self-service store. This, they 
pointed out, led to obvious economies. 
Also, it increased They 
that the first shoe 


store in Leningrad (converted from 


turnover. 
said self-service 
a regular shoe store) has increased its 
turnover by 100 per cent. The self- 
service shoe stores have “sales con- 
hand 
tomer wants help. The employes like 
the the 
faster turnover leads to quicker meet- 


sultants” on in case the cus- 


self-service stores because 


ing of sales quotas and better commis- 
sions or bonuses. 
What I found amusing was, first, 


shoe stores in Russia 


all 


tically self-service, anyhow. 


are prac- 
The cus- 
tomer fits his own shoes, and selects 
his own shoes (by pointing to what 
a shelf.) He gets little 
service from the salesperson. 
the idea of 


turnover” is contradictory, for the 


he wants from 
or no 

Second, “increased 
shoes in regular shoe stores can be 
turned over as fast as the crowds can 
be funneled through. Further, when 
there’s a limit to the supply of shoes, 
turnover eventually hits a brick wall. 
li would that of the 
Russians trying to accelerate 
with a constantly limited supply of 


seem instead 


sales 


shoes, they'd place more emphasis on 
service and do more for the customer. 
ordi- 


narily takes only 12 minutes to buy 


As to the statement that it 


a pair of shoes in a regular Russian 
shoe store—the timing “tests” must 
have been conducted in the middle of 
the night when the store was closed 


to the public. Ordinarily, it takes 
from 144 to four hours to complete 
the transaction in buying a pair of 
shoes. 

Self-service shoe selling in Russia 
will nevertheless be a great success so 
long as there are masses waiting to 
grab and buy shoes; so long as the 
people have had no contrasting ex- 
perience with genuine service. For 
the difference between regular and 
self-service shoe stores in Russia is 
essentially but a hairline, and far 
from the wide gap that exists between 
these two kinds of stores in the U. S. 

As inadequate as is the supply of 
shoes and shoe stores in Russian cities 
or larger communities, it is hopelessly 
insufficient in rural areas (occupied 
by some 80 million peasants) as well 
as semi-rural communities of small 
towns and villages. 

The big reason for this is the cum- 
bersome and inept Soviet distribution 
system for consumer goods, particu- 
larly outside the very large cities. 
Khrushchev himself has pointed this 
out in a recent speech when he said, 
“Much greater attention must be de- 
voted to questions of improving retail 
trade in towns and rural areas.” 

City dwellers get the best choice of 
shoes. Seldom are “fashion” shoes, or 
even a fair selection of dress shoes. 
available for tens of millions of Rus- 
sians outside the urban areas. Here 
we see largely “utilitarian” footwear 
—the Cossack-type boot of leather or 
felt. rubber footwear, or carpet 
slippers or sneakers, often in frazzled 
condition. 


or 


A Vast Country 
There are reasons. Russia is a 
vast country geographically, stretching 
7,000 miles East to West. Transporta- 
tion (roads, railways) is grossly in- 


And _ the 


adequate to move goods. 


supply of shoes, anyhow, is very small 
as against needs. The location of shoe 
factories and warehouses, plus trans- 
it much 


portation facilities, makes 
easier to service the urban popula- 
tions. What’s left over, which is little, 
finally seeps down to some 199 mil- 
lion not-so-lucky rural and semi-rural 
Russians. 

(In the next of this 
series, Mr. Rossi will continue to dis- 
cuss shoe retailing in Russia.) 


installment 
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Evolution of a Shoe Store 
(CONTINUED FROM PAGE 39) 


Shoe cartons were stacked three 
high on the shelves which ranged 
from the ceiling down to four foot 
bins that ran the full length of the 
store. These bins, topped by a two 
and a half foot ledge, stocked vari- 
ous sizes of lumberjacks’ rubber 
pacs, their horse-hide uppers, heavy 
wool socks, felt insoles, boot calks, 
and other footwear requirements of 
the well shod jack. Four cobblers 
were kept busy in the rear of the L 
repairing shoes and sewing tops on 
the rubber pacs. At the angle of the 
L a circular balcony jutted out with 
plenty of head room above and be- 
neath it. This was the office, wrap- 
ping center and repository of the 
take. 

H. L. Culver and his minions 
knelt before their customers but not 
because of deference. H. L. in ac- 
tion is shown in the foreground of 
the 1909 picture. He contended that 
a foot on a fitting stool was not sen- 
sitive and when a customer had to 
stand and walk in a shoe the danger 
of misfits was lessened. Further- 
more, clerks were impelled to show 
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more shoes than if they could sit 
comfortably on a stool and gab. Ob- 
viously, there was no lack of shoes 
to be shown. 

Wire baskets traveling on wires, 
with one terminal in the office and 
others at strategic locations on the 
selling floor, carried shoes and 
money to the office for wrapping and 
change. These baskets were sup- 
posed to be lowered gently, but on 
two occasions at least they weren’t. 
One, heavily loaded with work shoes, 
was dropped from the ceiling moor- 
ing to the chicken-feather trimmed 
hat of a woman. She had stepped 
out from beneath the office just in 
time to make like a pile under a pile 
driver. That hat was mashed over 
her eyes, but it was before people 
had become liability conscious. She 
took it as a huge joke. (No eggs 
were under the hen on her hat.) The 
other dropped basket left a cross- 
hatch of red welts across the nearly 
bald cranium of H. L. and served as 
a conversation piece with his cus- 
tomers for several days. 

Only an angel could have reached 
the stock in the upper regions with- 
out the ladders which ran on rollers 
along the shelving—port and star- 
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voard. Step by step descent seemed 
tedious, so 1 aeveioped the technique 
of spreading my legs on each side 
of the uprights and sliding down. 
H. L. put a stop to this when I 
didn’t notice a man leaning against 
the ladder. 

The stock was enormous compared 
with that required for a business of 
comparable volume today, even dis- 
counting the price differential. The 
top price was about $5 for the very 
top grade article. Hand-turned shoes 
for women and well-ironed welts for 
men predominated. There was no 
income tax—and very few others. 
H. L. once remarked, ‘Whatever 
darned foolishness they pull off in 
Washington can’t affect us very 
much out here.” 

By the time this archivist joined 
his cast as a stock boy, kerosene 
lamps had given way to the product 
of a local gas company. After three 
successive Saturday night failures 
in illumination, H. L. put in his own 
hand-pumped gas generating plant 
which cost him the patronage of the 
gas company president’s family. 

Except for checking in merchan- 
dise, listing invoices for payment, 

(CONTINUED ON FOLLOWING PAGE) 





PROGRESSIVE LEADERSHIP 


...IN BASIC FOOTWEAR 


Wide 000 to 4 
Narrow 0000 to 4 


The foot is enveloped in a smooth seam- 
less upper. The shoe keeps the foot in the 
exact position the physician has obtained. 
Open toe permits free circulation. Steel 
plate between inner and outersole per- 
mits application of corrective force at 


point desired. 
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SURGICAL 


Meets the need of a 
matching shoe where 
only one foot requires 
the Equino-Varus shoe. 
Made on straight last. 


' Medium 000 to 4 











~ Night Split. 


Roto-Lok disc 
nserted in bot- 
tom of shoe... 


allows more 
accurate set- 
*} ting, is located , 
| in proper spot, 

_ reduces over- 
_. all cost of shoe 

) and brace. In- . 
| terchangeable 


eae 


Both carried 
in stock. 


with Fillaver 


EQUINO-VARUS 


4 TRADE MARK 


by R. J. Potvin Shoe Co., Brockton, Mass. 





and recording charged items, the 
bookkeeping was very elementary. 
Turnover advantages were only 
vaguely appreciated, and because 
styles were few and not subject to 
today’s effervescence, obsolescence 
was no problem. 

There were no labor troubles. 
Four Culver salesmen stuck it out 
for more than 30 years, two others 
for 20 and one for more than 40. 
The store opened at 7 a.m. and 
closed at 6 p.m. except on Saturdays 
when the doors were closed and cur- 
tains drawn at 11 p.m. Then we had 
to put in a couple hours more 
straightening the stock, which has 
always a shambles after the hectic 
melees of those nights. 

There are few modern promotion 
methods which were not used by 
H. L. way back when. Many a 
farmer was startled when his horses 
reared and shied at 11-foot life-like 
metal elephants with Culver Shoes 
emblazoned on their howdah blan- 
kets. They were encountered on 
practically every road in the county. 

Many a barn was painted with 
prominent reference to Culver Shoes. 
Premiums were given for accumu- 
lated purchases, and egg crates do- 
nated by Culver encouraged the hens 
in the whole country and beyond. 
Farmers were given concrete horse 
hitching blocks — Culverized, of 
course. Small tin pails filled with 
candy and adorned with Christmas 
scenery—and the name Culver— 
went to children during the holi- 
days. Colored eggs were passed out 
at Easter and various hand-out 
gimmicks during street fairs and 
celebrations. 

Each season brought the staging 
of style shows with local 4B’s vying 
for the jobs as models. Direct mail 
broadsides were standard. News- 
paper acreage was considerable. Cul- 
ver labels adorned the linings of all 
shoes sold and identified each carton 
on the shelves. Window displays 
were changed twice a week, and 
many elaborate eye-appeal effects 
concocted. When the Thomas G. 
Plant Company of oBston put on a 
naming contest, H. L. won $100 for 
suggesting “Queen Quality.” 

Usually a competitor was permit- 
ted to die on the vine, but if one 
became too troublesome, H. L. sim- 
ply bought him out. The most both- 
ersome case was that of an ambi- 
tious employee who was refused an 
interest in the Culver store. His 
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own catered to the “carriage trade” 
and was a thing of beauty compared 
with the old corner shoe store. Be- 
cause H. L. monopolized all the top 
grades in the trading area this com- 
petition was never a serious threat 
to Culver dominance. 

Most traveling salesmen could 
count on a hearing, but the occa- 
sional high pressure artist or boozer 
found himself out on the sidewalk in 
a hurry. Many Sunday dinners at 
home featured certain favored sales- 
men as guests. Several made a point 
of spending Sunday in Eau Claire, 
and I’ve seen as many as three fac- 
tory peddlers rushing about, climb- 
ing up and down the ladders with 
the rest of us in the thick of the 
thundering herd on a wild Saturday 
night. 


The 1920's 


For many years after the passing 
of the lumberjack Eau Claire peace- 
fully snoozed. World War I brought 
a rubber factory and other manufac- 
turing and the town woke up with a 
jerk which started the population 
well on its way to the present 
claimed 40,000. The 1920’s also 
shook up the Culver shoe store. 
Prices and costs went up, and the 
new taxes irritated. A two weeks’ 
visit from the revenue men demon- 
strated that H. L. had overpaid his 
taxes some $1,500 the previous year. 
What whales those minnows have 
become! A complete and detailed 
bookkeeping system was immedi- 
ately rushed into operation. 

Culver’s went along with the times 
—a new front with more glass and 
a recessed entrance. H. L.’s joints 
were getting stiff so fitting stools 
found their way into the operation. 
There were other changes—single 
box shelving, theater type seats, 
electric lights, a “Bargain Base- 
ment” for the moving of old stock, 
which had become more difficult due 
to the stepping up of style changes. 
The heavy inventory absorbed too 
much profit so the beginning of a 
stock control system streamlined the 
buying. Slow moving lines were 
dropped, new items bought spar- 
ingly but immediately reordered 
when they gave evidence of activity. 

The wrapping counter came down 
to the selling floor, dominated by an 
enormous cash register which H. L. 
thought up. All shoes were pair 
marked after being checked in, and 
the cost and selling price (in code) 


scratched on the sole. The cash reg- 
ister carried a special panel listing 
this code which was translated on 
the roll inside to the figures the code 
represented. There were nine cash 
drawers, one for each salesman. The 
clerk set the cost-code levers, 
punched the amount of the selling 
price, and rang up the sale. At the 
end of the day the tape revealed the 
total sold by each salesman, the cost 
of the merchandise sold and the 
amount it sold for—totaled, and the 
departmental totals for men’s, wo- 
men’s and children’s shoes, the re- 
pair department, hosiery, as well as 
the amount paid out. The gross 
profit for the day was right there. 
This register is still in use: The of- 
fice remained a necessity for record- 
ing the proliferating tax forms and 
the data required for the stock con- 
trol. 

H. L. refused to follow the “sa- 
lon” idea in remodeling. He was 
sure that too much dolling up would 
repel the people who had been our 
customers for many years. Those 
changes which would expedite fit- 
ting stool action or contribute to 
elementary customer buying incen- 
tive were adopted, but he had no 
time for fol-de-rol. 


Today’s Store 


The pictorial contrast between 
the interior of the 1920’s and that 
of spring, 1959, is rather startling. 
The actual transition was not that 
abrupt. Furniture and fixtures wore 
out, and replacements gradually re- 
tired them. The ensemble trend in 
women’s apparel demanded more 
and larger mirrors—and a stock of 
handbags. Theater seats lined up in 
company-front formation gave way 
to the less regimented effect of 
chairs set about at random. Carpet- 
ing the selling area saved the sole 
finish of try-ons. Without loss of 
volume the stock was reduced so 
that the cloud-level shelving could be 
plugged with empties and the lad- 
ders junked. 

The trends started in the thirties 
have been followed through. Most 
of the generation which made the 
old store dominant have passed from 
the scene, and with them the store’s 
founder. The new generations have 
been places and seen things. Style 
is paramount. Functional elegance 
is expected by the shoe customer as 
a matter of course. One no longer 
feels the danger of becoming too— 


Boot and Shoe Recorder 





anh 


Independent Shoemen if : 


+ 


“senes™ 


too sophisticated. The venerable 
cash register alone survived the 
1959 remodeling spasm. 

Deep-piled carpeting, larger and 
more mirrors, arty fixtures, decora- 
tor wall, ceiling and floor treatment, 
club type chairs, concealed stock, 
diffused lighting, Esquire draped 
salesmen and elaborate show win- 
dow spectacles are all part of the 
new setup. 

Brand names are more in demand 
than ever, and there are more of 
them. National advertising paid off 
well in channeling consumer dol- 
lars to those names. Stock control 
is a major function of the shoe 
buyer. A small inventory and sell- 
ing space can put more black ink on 
the books—before taxes—than the 
thousands of pairs and auditorium 
sized shoe stores of the past. Turn- 
over is given all possible thrust. 
Competition is sharp and wolfish— 
no one store can now monopolize all 
the good lines. There are enough to 
go around and the new generation 
of buyers has mastered the rudi- 
ments of merchandising. 

Still, the corny old shoe store 
served its purpose and served it 


well. Whether sophistication with 
government impediments about its 
neck can do as well remains to be 
seen. It should be. We shoemen are 
a tough breed. 


Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 10) 


little or nothing about his labeling 
plan in the daily press. 

“T hope that the consumer will 
make his or her thoughts known,” 
he told the House. “Individual ex- 
pressions of opinion help us de- 
termine the need or lack for a new 
law.” 

Mr. Porter inserted into the Con- 
gressional Record the texts of seven 
letters he has received from the 
shoe trade and the public on label- 
ing. Of these, five are in favor of 
labeling, one is opposed, and one is 
undecided. 

The shoe industry came under at- 
tack in Mr. Porter’s House speech 
for setting up what he called straw- 
men of opposition to labeling. He 
named these “strawmen” as fol- 
lows: 

@ Labeling would be expensive. 
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(A label would cost “a few pen- 
nies,” Mr. Porter says. “Would this 
be more than a grain of sand to the 
existing cost of shoes as compared 
to the expenditure of money on 
shoes not now labeled and too often 
poorly made?” he asks.) 

® Labeling costs would be injuri- 
ous to the shoe industry. (“No one 
wants to injure grievously a great 
and vital national industry,” he de- 
clared. “I have visited two shoe- 
making factories and I hope to visit 
more.”’) 

® Labeling would result in unem- 
ployment. (“No one wants to put 
men and women out of work.’’) 

“Let us not toss these strawmen 
around before we know the true 
facts,” Mr. Porter declared. “No 
one would say that it is not possible 
for the industry to correct its ills. I 
would like to have the industry do 
it,” he added. 

The sly implication here, of 
course, is that the absence of a la- 
beling law is a deficiency in the 
great U. S. shoe manufacturing in- 
dustry, and that a label law will 
make everything turn out right. 

The industry came in for another 

(CONTINUED ON PAGE 57) 


New Spring Line 
of Smart Shoes that are Really Comfortable 
at the National Shoe Fair 


Ken Ransom, Van Sutton and Howard Theis will be waiting to welcome you in 


Rooms 705-706-707 CONRAD -HILTON HOTEL 


If you can't make it to the Shoe Fair, see the new Dickerson Spring Line 


at our New York office —417 Marbridge Building, 47 West 34th Street. 


THE WALKER T. DICKERSON CO. 


Columbus 15, Ohio 


Archlock ° 


Arch-Relief * Flex-Walker 
Sabel °* Balance-In-Motion 
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Savings 
e Higher Production 


@ Smoother and easier 
to operate 


i. addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 

are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


Jdnited., 
UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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St. Louis Fall Shoe 
Selling Termed “Excellent” 


SHOES are having an excellent 
fall in St. Louis. With the kids out- 
fitted by mid-September, women be- 
gan their fashion-shopping in earn- 
est. Women’s retail here had an 
exceptionally active period. Sales, 
all apparel considered, were listed as 
up five to 10 per cent and more. 

Dressy pumps on all heel heights 
sold well. Most favored patterns 
used only light vamp decoration. 
Gold touches on buckles, buttons and 
adornments took sales’ spotlights in 
the $12.99 to $17.99 price bracket. 
Some high-heeled boots are selling 
in this range. In women’s better 
shoes, preferred vamp treatments 
for pumps included pleated gros- 
grain fluting, leather rosettes, satin 
and peau de soie overlays, and re- 
strained rhinestone decoration. Black 
leads brown, but brown is active. 

For their first purchase for casual 
wear, St. Louis women bought black 
suede scooped flats with low stacked 
heels; black and camel colored 
brushed boots with turned down cuff 


and ridged rubber sole; mid-high 
wedge walkers of tobacco, russet, 


and camel tones; and _ two-eyelet 
suede ties on 8/8 spool heels, prin- 
cipally in black and gray. 

Men’s business found best activity 
in the young men’s and college-bound 
age group, with continental-styled 
loafers, wing tip oxfords, and beige 
and/or gray buck oxfords good sell- 
ers, Top young men’s pattern was 
the black smooth moc-front loafer, 
basically styled. 

Gray chukkas on gray crepe foam 
soles sold well, along with beige 
pairs, for pre-teen boys. Black nylon 
velvet saddle oxfords took Septem- 
ber honors for pre-teen girls. Teen 
girls bought boots in every ankle- 
height and color, but are not wearing 
them to high school yet. They still 
come to classes in white tennis shoes 
and heavy ribbed socks. Cooler days 
should bring the newly-purchased 
boots to school. 

Teens still like plain black skim- 
mers, suburban selling shows. They 
also like plain black suede pumps on 
thin but less than mid-high heels. 
They seem to be shunning the low 
Louis shaped heels, although many 
are on dealer’s counters. A special 
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display of Dick Clark American 
Bandstand shoes drew good atten- 
tion and good sales at Famous-Barr 
for this buckled shoe with detachable 
fringed flap. 

At a newspaper-sponsored Modern 
Living Show in St. Louis Kiel Audi- 
torium, Sears presented the fashions 
shown by them in the American Ex- 
hibit in Moscow. Brown pleated 
vamp pumps on 23/8 heels, and 
brown luster calf pumps with swirled 
vamp treatment were used to acces- 
sorize camel colored car coats. 

Best traffic stopper in street win- 
dows was on view at Vogue Boot 
Shop in downtown St. Louis, where 
a woman’s high heeled black suede 
boot with genuine mink collar drew 
constant oh’s and ah’s. 


Hot Weather Curbs 
Shoe Sales at Los Angeles 


HOT weather in the Los Angeles 
area has kept the fall shoe sales at a 
lower level than the retailers like. It 
is felt by some salesmen that not too 
much in the way of heavy buying in 
dress shoes may be expected for 
about three to four weeks. Generally 
our hot weather lasts through most 
of October and doesn’t really begin 
to cool off until around the first of 
November. 


Those who carry or specialize in 
teen and subteen shoes are doing a 
thriving back-to-school trade. Flat- 
ties in smooth leathers and brushed 
suedes in black, brown, toast, blue 
and green are among the most popu- 
lar styles. The jag with small Ripple 
Soles is going as strong as ever. For 
dress, one shoe that is doing well is 
the small slim heeled black suede 
pump with an elasticized vamp. 

The young men cling to the chukka 
boot for casual wear. For school and 
dress they are choosing the light 
slipons and swirl vamped oxfords. 

Women’s footwear in the $7 to $10 
class is selling well in plain smooth 
leather pumps; suede pumps with 
calf contrasting trims; Spring-o- 
lators in luster calf, vinyls with 
suede or smooth leather trim, suede 
with vinyl trim; sling pumps in 
smooth leather with vinyl or calf 
trim. 


Automobile Sales Boost 
Shoe Sales at Detroit 


THE past month has seen a sub- 
stantial increase in retail shoe sales 
in the Detroit area as compared to 
a year ago. Re-employment, while 
still lagging behind the national 
average, is on the up-swing in most 

(CONTINUED ON NEXT PAGE) 
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expressed in this town pump of 


unlined leathers 
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is well proportioned and leggie as all American girls would wish to be. She is 
stylish but casual. Her pumps tie-in well with outfit. New York (8 cols). 
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industries and services. And re- 
employment plus the general air of 
optimism due to the glowing pre- 
dictions for sales records to be set 
by the 1960 model cars has spurred 
retail sales. 

A record-breaking hot spell, last- 
ing well into September, slowed 
down retail sales of fall footwear 
in the women’s and men’s depart- 
ments but had little effect on sales 
in the children’s departments. The 
rush of back-to-school buying of 
children’s footwear was described by 
retailers as “terrific,” “splendid” and 
“amazing!”’ Even an advance sale on 
children’s snow boots was a big suc- 
cess for one retailer. 

Loafer styles were outstandingly 
popular with girls of both grade- 
school and high-school age. Loafers 
sold best in black or brown calf with 
black or grey suede in second place. 
Gumdrops continued very much in 
demand, primarily in black or grey 
suede, although black calf also sold 
well. The new high-cut boots in black, 
brown or grey suede have been ex- 
cellent sellers, too. 

Grade-school age boys settled for 
black or brown oxfords while their 
big brothers in high school favored 
loafers or—pardon the expression— 
tennis shoes! High school and col- 
lege boys also bought heavy of the 
casual styles in buck. Desert boots, 
loafers and ties were favorites. 


End of Hot Spell 
Delights Chicago Retailers 


CHICAGO shoe retailers breathed 
a deep sigh of relief when this area’s 
prolonged heat spell finally broke. 
The excessive 90 degree heat ex- 
tended into September. Its end 
gave a much needed boost to busi- 
ness. As a result fall selling is 
rapidly reaching its peak and is re- 
ported as excellent. 

Fall sales are running a bit ahead 
of last year. Exceptions are the 
Gary, South Chicago, and other in- 
dustrial and steel areas. There, 
business has been sharply affected. 

Retailers ended up their summer 
selling season slightly ahead of 1958 
despite the severity of the weather. 
The few cool days brought out 
shoppers and good business. For the 
most part, there has been little price 
resistance. However, the middle 
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price categories are showing the 
most volume in the department stor 
and better grade shoe stores. 

From the style standpoint, just 
about everything is selling. As one 
State street buyer put it, “We really 
don’t have a bead on anything.” 
Black suede is naturally the number 
one choice. This holds in practically 
all categories. However, suede doesn’t 
have the strength it once had. Sur- 
prisingly good percentages of calf 
are selling. Pumps predominate, but 
practically all must have some adorn- 
ment to sell. This includes bows, ties, 
perforations, buckles, draping, lac- 
ing, stitching and other detailings. 
Combinations of suede and satin, 
suede and calf, in various color treat- 
ments have done well in all styles. 

Brown has been a strong second 
color and there has been rather good 
activity in the high colors, such as 
royal blue, light grey, green, and a 
very few reds. Gun metal grey has 
been particularly good, a trend that 
is expected to continue through fall. 
One style shop has consistently re- 
ordered on a dozen different patterns 
in this shade. Patent leather con- 
tinues its strength and is slated for 
extensive promotions later on—par- 
ticularly in colors. 

The season’s first rush in chil- 
dren’s and back-to-school business 
has just about subsided. It was 
rated as excellent in practically all 
quarters. Here again, lines in the 
$5.95 to $7.95 price ranges show the 
greatest strength, 


Heat Blights Fall 
Shoe Selling at Boston 
ACTIVITY which greeted early 


fall shoe promotions in Boston didn’t 
last very long. Hot weather took 


over and there was no _ follow- 
through, with few exceptions, until 
the arrival of cooler days in mid- 
September. 

Even back-to-school and _ back-to- 
college business suffered just after 
Labor Day when normally it would 
have been at its peak. Stores in sub- 
urban Wellesley, Newton and Need- 
ham fared a little better, some re- 
porting slight gains over last year 
in children’s shoe sales. 

Sales of women’s dress shoes were 
hardest hit by the successive heat 
waves of August and early Septem- 
ber. Retailers wondered uneasily 


whether the then expected pick-up 
would. produce enough volume to 
make up for earlier losses of 10 to 
25 per vent. All agreed, however, 
that higher prices were in no way 
responsible. 

It was reasoned by Philip B. 
Bayes, president the Solby Bayes 
Company, that there is a latent de- 
mand piling up which women shop- 
pers will not attempt to satisfy until 
cooler weather arrives to stay. He 
noted that, even on some of the hot- 
test days, customers had come into 
the store early in the mornings, be- 
fore ten o’clock. After that hour, he 
said, customers were few and far be- 
tween. Despite the decrease in sales 
during August and early September, 
this store has already placed orders 
for styles and colors not designed 
for sale at retail until the spring and 
even early summer of 1960. Fall 
styles selling currently include black 
suede pumps, black patents, wedgies 
in blue and in red and even whites. 

The same opinion as to the latent 
demand for shoes was encountered 
at the specialty store of Franklin 
Simon & Company in the Chestnut 
Hill shopping center. Cool days, it 
was said, brought an increase and 
business showed a “little pick-up” 
during the latter part of the second 
week in September. Black calf shoes 
were bought by women; also some 
brown—these in dress types. 


Color Variety Enlivens 
Selling Scene at Miami 


A VARIETY of styles and colors 
enliven the shoe scene at Miami. 
Darker colors are showing signs of 
predominating but a bit of every- 
thing is in demand. 

Black calf types, especially in high 
heels, are going well in downtown 
department stores. Medium heels in 
the walking types and the open basic 
sling pumps with stacked leather 
heels are also big numbers. All col- 
ors in the Ghillie tie are selling well 
with black and saddle tan leading 
the field. A new version of the gum- 
drop—three eyelets in brushed pig- 
skin—is strong in black, beige, and 
grey. 

Boot sales are phenomenal. About 
a third of the sports shoe business 
in the large department stores is in 
boot types. For back-to-school the 
black kid skimmer, both ornamented 
and plain, is selling well; the plain 
is in the lead. The tans are outsell- 
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ing the new nutshell shades despite 
all the national touting. 

Routine sales mark the men’s 
trade, Black is still on top and con- 
tinued popularity is seen for casuals 
and loafers with Italian styles pre- 
dominating. 

The beach stores report that sales 
remain as light as the colors. Black 
and navy and some brown are popu- 
lar but white still leads the color 
parade. Grey is increasing in im- 
portance. More tailored shoes are 
figuring in beach sales. 


As Temperature Drops New 
York Shoe Volume Climbs 


AS the temperatures went down 
in New York, sales volume went up. 
That applied to all ready-to-wear in 
general and to shoes in particular. 
With this evident acceleration at 
the fitting stool, retailers were more 
optimistic. They were even begin- 
ning to realize that perhaps they 
had been a bit too wary. They re- 
gretted not having enough depth in 
sizes and styles to take care of the 
customers. 

There is no question but what it 
is difficult to anticipate the extent 
of the demand for shoes, in the 
women’s category, especially. By 
that same token, however, it is 
those same feminine whims that 
will account for multiple sales. 
Fashion is one of the strongest al- 
lies the shoe manufacturer and re- 
tailer has. 

There was good traffic in the 
stores and consumer interest in the 
new fall shoes was reflected in ac- 
tual sales. Store promotions put the 
emphasis on pumps, ties and boots. 
Heels, especially the stacked ones, 
were important. So was the comfort 
angle. 

Saks Fifth Avenue highlighted a 
“new color find, driftwood greige 

. neither gray nor beige but a 
rich blend of both. Textured calf, 
dipped into this tempered old wood 
hue, is a natural for fall costumes 
steeped in the new off-key shades.” 


Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 53) 

attack in Mr. Porter’s speech when 
Mr. Porter also charged that the 
shoe industry has been soft-pedal- 
ing the labeling problem. He 
charged: 

“Let no one believe that this sort 


October |, 1959 


of legislation has only one or two 
supporters as opposed to thousands 
of opponents. This simply is a fab- 
rication built on the last of a shoe 
manufacturer for reasons unknown 
to millions of consumers. 

“Why not label shoes? Too costly? 
Too much trouble? Unnecessary? 

“Nonsense,” he declared. “We 
have passed legislation in previous 
congresses which labels wool prod- 
ucts, fur products, and textile fiber 
products.” 

Mr. Porter praised the efforts of 
Wilbur Gardner, Medford (Oregon) 


cobbler, who has been urging a na- 
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tional labeling law. Mr. Gardner 
says he has sent out hundreds of 
petitions to various citizens’ groups, 
urging support for a labeling law. 
Meanwhile, the Federal Trade 
Commission is completing the writ- 
ing of a new report on shoe market- 
ing practices. The report is based 
on the observations and opinions of 
FTC investigators who interviewd 
consumers, shoe merchants, whole- 
salers, and shoe factories. Purpose 
of the investigation is to determine 
the extent—if any—of misrepresen- 
tation in the marketing (including 
(CONTINUED ON PAGE 64) 
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Chicago 


Tuis is an in-between period in the Chicago shoe market. 
But it’s not a quiet time. Production is concentrated on 
orders up through November. Second run orders are being 
filled, and they are coming in at a rather good rate, too. 
Salesmen have also been stressing second run shoes in their 
most recent trips through their territories. 

At the same time creative and promotional interest is di- 
rected to the National Shoe Fair. Most lines are practically 
ready now. In fact, cruise and southern shoes have already 
been shown to key accounts. Volume buyers have made their 
commitments for basic shoes. This is particularly true of the 
mail order firms as well as some of the chains which work 
far in advance of the rest of the retail trade. 

Right now many firms are concentrating on novelties and 
“newsy” shoes to help spice up their show room displays. 
Most orders for holiday shoes have been placed. However, 
even at that late date, manufacturers usually manage to pick 
up a few quick run high style and novelty orders. There will 
probably be a good percentage of open type shoes in various 
versions shown for very early delivery. These types have done 
well at retail thus far, and should be in demand for January 
and February promotions. Also, there should be reasonably 
good selections of the oval and square lasts to supplement 
the needle toes. 

At this point, Chicago is expected to be a busy place dur- 
ing the National Shoe Fair. All reports point to the largest 
show on record. This is particularly true from the standpoint 
of exhibitors. Applications for sleeping rooms indicate record 
attendance by retailers. Not to be over-looked is the growing 
part that foreign shoe manufacturing plays in this once solely 
domestic show. Nearly two dozen foreign countries are par- 
ticipating, with Italy providing the greatest number of ex- 
hibitors. 


Milwaukee 


PRODUCTION levels and shipments during the summer fell 
a few points below expectations, according to most plant 
spokesmen. Shipments of fall shoes during August failed to 
attain hoped for goals. The month lacked the spark needed 
to provide shoe manufacturers here with a strong entry into 
the fall season. 

While the summer lacked luster, both dollar volume and 
pairage managed to stay near last year’s corresponding pe- 
riod’s figures. The big question now, is: “What’s going to 
happen during October and November?” Will retailers make 
up their slow start on fall footwear selling? 

The answer appears to hinge on weather conditions and 
the duration of the steel strike. Industry leaders here are 
confident that given a break in the weather, the fall months 
can make up the summer slack. All plants checked here are 
working at least a 40 hour schedule. Expectations are that 
the production pace will step up during the fall as retail 
action cuts into dealer inventories. 

Men’s dress and work shoe fill in and mail order business 
has been lagging. Children’s back-to-school selling, accord- 
ing to early field reports, was slow in reaching its peak. The 
reports add, though, that children’s shoes have been moving 
in healthy volume. 

Spring lines are being readied carefully for the October 
National Shoe Fair. Men’s casual numbers are expected to 
gain more prominence in several major lines. Producers here 
are experimenting with plain toe, flexible shoes that can 
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retain their shape despite their ‘soft’ feel and appearance. 

None of the plants here have tipped their hands as yet 
on spring price structures. Prices on men’s shoes are ex- 
pected to go up slightly, in line with the industry-wide trend. 
Children’s footwear is expected to hold its price line, accord- 
ing to one major producer’s front office. 


Los Angeles 


THERE has been no outstanding change in the tempo of 
manufacturing over the past few weeks. Business is steady 
with only slight variation here and there. Fall orders are 
being shipped; replacement orders are coming in; Christmas 
merchandise is beginning to move out and the resort area 
demands are satisfactory. 

Joe Kraus of Fashion Art Footwear says he has found in 
the past that the Spring Shoe Show held in November has 
also been used by some of his customers to place their Christ- 
mas orders. This has proven to be a little disconcerting and 
has posed the problem of shipment at the time desired. 
Earlier ordering for the holidays would probably work out 
a little better for everyone. A top promotional shoe for 
Fashion Art Footwear is a new gold fabric soft leather-soled 
flattie. 


New England 


ALTHouGcH re-orders on fall shoes had been expected by 
many New England shoe manufacturers soon after Labor Day, 
few had been received by the start of the third week in Sep- 
tember. Responsible, of course, is the fact that hot weather 
throughout most of the country has held back fall business 
at retail. With the advent of some really brisk weather this 
condition could change almost overnight. 

One manufacturer of medium grade men’s shoes com- 
mented recently that this production slowdown is normal and 
merely seems abnormal when compared with the extremeiy 
high rate of production which has prevailed since the first 
of the year. 

A departure from normal, however, is seen in the sales 
plans of some manufacturers of women’s dress and casual 
shoes. These, planning on an early spring run, already have 
salesmen and even top executives in the field. They not only 
plan to take orders but also to make it clear to retailers that 
little hope can be seen for a downward adjustment of shoe 
prices. Their feeling is that many buyers may be planning 
to hold out until the last minute because they feel that some- 
thing of the sort may happen. In any event, these manufac- 
turers reason, early cutting of spring shoes will insure early 
deliveries and avoid the irritating delays which occurred last 
spring. 

In the meantime, however, manufacturers continue to buy 
leather on the hand to mouth basis noted for the last several 
weeks. Despite this, leather prices remain mostly unchanged 
and strong. 


St. Louis 


THE second half of 1959 is shaping up excellently for most 
St. Louis producers. Re-orders on children’s pairs are flow- 
ing in steadily. In-stock departments are busier than they 
were at the end of September last year. Women’s re-orders, 
which started off slowly and caused some concern in manu- 

(CONTINUED ON PAGE 62) 


59 





To make your advertising sell more 
where and when more is sold 








November 15, 1959 


issue of 


Récdrder 


NATIONAL voice oF THE TRAOE 


featuring 














P.P.S.5.A. 


Popular Price Shoe 
Show of America 





A ''must'' insertion on the advertising schedules of those man- 
ufacturers who ''make the shoes that make shoe volume.'' And 
when you say volume buyers, you mean RECORDER buyers. 
They mean business whether they attend the PPSSA or stay 
at home. In this issue, with its perfect timing and perfect circu- 
lation, these volume buyers will be looking for your sales story. 


FINAL CLOSING DATE OCTOBER 26 


60 Boot and Shoe Recorder 





Editorial 
(CONTINUED FROM PAGE 15) 


developed and very efficient technology. Their unique 
chemical shoes are further proof, if, further proof were 
necessary. 

We suspect that chemical shoes are contributing very 
substantially to increased Jap footwear imports. How 
substantially must remain a matter of conjecture until 
such time as reliable figures on them become available. 

The circumstance that chemical shoes have no precise 
constructional and material counterparts in our American 
production does not alter the fact that they compete di- 
rectly with our biggest volume shoes. The U. S. Tariff 
Commission is preparing recommendations for Congress 
on new Customs classifications. Their recommendations 
must include setting up a specific classification which 
would isolate chemical shoes from all other types of 
footwear and disclose their true figures. 

There are indications that a battle is looming in Con- 
gress on the broad subject of imports. Organized labor 
is taking increasing interest in tariffs and quotas and is 
expected to campaign for more protection of American 
jobs. 

It may be years in the making but a show-down on the 
import situation is bound to come. The shoe industry 
is preparing its case, carefully accumulating facts and 
figures. Chemical shoes are an important factor in the 
industry’s case. Accurate figures for them must be made 


available! 


Twelve Months to Sell 
Rubber-Soled Casuals 


(CONTINUED FROM PAGE 31) 

is even more variety in materials than last year. There is 
sailcloth, hopsacking, strawcloth and, especially for fall, 
corduroy. In colors, white and natural lead but there is also 
a wide range of colors including orange, red, blue, pink, lime 
and black. Plaids and stripes in gay combinations or softer 
pastels are also often used; more than floral prints this year. 
A smart style matches sock lining and upper trim. Among 
the pretty ornamentations are a hand-painted floral border 
and a plastic polka dot. 

All kinds of patterns are used. There are ties with one, 
two, three and more eyelets, with elasticized laces. There is 
a bicycle tie effect and a ghillie loop. There are many gored 
stepins and flat and low heel pumps. The higher heels—16/8 
and 17/8—are also in pumps. A few manufacturers have 
matched the shoe materials in bags to these higher styled 
casual shoes. 

Both oval and tapered lasts have been used. 
high as 17/8. Some are straight, some shaped, some wedge. 
Stacked leather and a few polished maple heels have been 
included in these lines. 

In the children’s sizes a swivel strap pump is a favorite. 
Mother and daughter or big and little sister styles have been 
This can be made a successful and at- 


Heels go as 


made in a few lines. 
tractive promotion in shoes of this type. 


Nowadays a billion dollars is just a drop in the budget. 


Sometimes a bit of whimsy succeeds where a lot of wham 
has failed previously. A tire store operator in New Jersey 
sometimes gets action from bill-dodgers with a rubber stamp 
notation on the bottom of his bill: “I’m a little backward 
about asking, so —esaelP!” (Please spelled backwards) 
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facturing circles here, pepped up considerably as women’s 
retail buying found its stride nationally about September 15. 
Men’s shoe producers report good to excellent volume of re- 
orders also, reflecting substantial retail activity. 

The current strength of nylon velvet as a material for chil- 
dren’s and some teens’ shoes suggested a survey of manufac- 
turers’ opinions. When representative producers in the St. 
Louis market were asked: “How long do you feel nylon velvet 
will stay on top as a material? Do you think that the velvet 
will take a place in the shoe business as one of the basic 
materials for children’s pairs?”, the answers showed that 
manufacturers do not feel that velvet will become a_ basic. 
They look on it as a style-worthy product, and as such, 
doomed unfortunately to give way to another fashion first. 
When? Not too soon, spokesmen feel. Most indicated that 
nylon velvet should continue strong through the fall of 1960 
at least, perhaps longer. 

One producer believes that the velvet’s nap makes it more 
suitable to fall and winter shoes than to spring and summer. 
He is studying the possibility of another nylon product which 
is cleanable with a damp cloth, sturdy, and long wearing, but 
which resembles a lightly printed leather and carries no nap. 
This lighter looking nylon product is available in a wide 
range of bright and muted spring colors. The material should 
tie in logically to the National Shoe Institute’s fashion pro- 
motion theme for children’s shoes—The Cool Bright Shoe. 


New York State 


THE long, hot, humid summer was a bane rather than a 
boon to the industry. Shoe manufacturers in New York are 
just beginning to recover; many buyers were in town during 
Guild Week and sampling was most encouraging. Now if 
all confirmations come through, business should pick up. 
In the meantime, of the retailers claim their 
tories are heavy and they are reordering and filling in cau- 
tiously—on the basis of actual consumer response—rather 
than in anticipation of accelerated business. 

Salesmen on the road have been getting good response to 
the new lines, as reflected in their orders. Holiday and cruise 
wear predominate in the lines going through the factories 
now. White and a lot of colors were sampled and they will 
account for a good portion of the cutting and production. 
There will be spectator types in many different 
treatments and color combinations. Patent will continue to 
be important—both as the full shoe or in combination with 
white and other colors. 

Buyers of women’s shoes expressed interest in the opened 
up types: from slings, sandals and d’Orsays to the mule type. 
Detail and trims were important features too. It is interest- 
ing to note that the little leather stack heels were included 
in most instances. 


some inven- 


versions, 


Smart Packaging—Universal Need 


SMART and efficient shoe packaging is evidently a universal 
goal. Shoe stores in Europe, South America, the Middle East. 
and the Orient are just as anxious to give customers a smart 
package as are those in the United States. 

Proof is seen in the world-wide list of users of handles and 
package seals produced by Carry Pack Ltd. Ferdows Shoes 
in Teheran includes the store name in both English and 
Arabic on the combination sealing tape and carrying handle. 
A replica of the Taj Mahal as store trade mark is carried 
by Tajmahal’s, a men’s specialty store in Hong Kong. Im- 
printed and plain tapes and handles are exported regularly 
to Puerto Rico, Cuba, and South America. Handles are dis- 


62 


tributed extensively in Japan, where they are used both by 
department stores and shoe stores. 

Carry Pack also has licensees in Canada, Mexico, Brazil, 
Capetown, Ecuador, and Venezuela. Licensee service means 
that the machines are leased by Carry Pack, which also 
supplies technical data and assistance. 


ro ae a3 


Stores throughout the world use these modern combination 
sealing tapes and carrying handles. 


Increased speed and economy in wrapping are the aims of 
this product. It can be used on regular shoe boxes, on shoes 
in bags, or on shoes wrapped as packages. Smaller stores 
find it an aid, company officials point out, because clerks can 
wrap packages easily. In larger stores, the operation can be 
performed at the cashier’s desk without increasing personnel. 
Because of the ease with which packages can be carried, this 
method of wrapping encourages “take withs.” For stores 
with delivery service, shoe departments in department stores 
particularly, this reduces delivery costs. Officials also point 
out that the need for expensive custom boxes is eliminated. 
Tapes can be imprinted with the store name. 

The 22 year old firm, located in Schiller Park, Ill., has 
grown from two initial machines to its present international . 
operation. The process was originally invented by a French- 
man, who took the idea to a German industrial manufacturer. 
At that time it was called a package carrier. The idea was 
subsequently sold in this country. It is interesting to note 
that production machines are now being sent to Germany. 

Dispensers for the handles and tapes are loaned by the 
firm; they are not sold or rented. The firm services and main- 
tains them and provides detailed information and data on 
their use. There is a large crew of service personnel. Sales- 
men give demonstration lectures on the most efficient use of 
the product. A training film has recently been produced to 
educate store personnel. 

Although Carry Pack handles are used in many retail 
fields, heaviest concentration is in shoe stores, department 
stores, and for laundry packages. Applications are currently 
heing expanded to industrial usage. The handles are used in 
shoe departments in practically all of the country’s major 
department stores. Shoe stores using them, according to com- 
pany reports, run in the thousands. They include Glick Bros., 
Inc., of Lewistown, Pa.; Stone Shoe Co., Cleveland; O’Conno1 
& Goldberg, Chicago; The Bootery, Florence, Ala. Others 
are Smith Shoes, Decatur, Ga.; Austin Shoes, Dallas; FE. L. 
Rackley Shoes, Inc., Jackson, Mich.; Sundial Shoes, Man- 
chester, N. H.; Rule’s of California; and Foot Saver Shops, 
New York City. 
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LEADING STORES from 
coast to coast are already aboard 
the OLD PALS brand wagon. 
You'll find out why OLD PALS 
are the sales sensation of the 
year when you start featuring 
them in your store. 


To get the best value in children's shoes, write or 
wire today for a catalogue or a salesman's call. COLUMBUS 16, OHIO 
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Baker Reporting 

from Washington 
(CONTINUED FROM PAGE 57) 

advertising) of shoes. 

FTC officials reply to all inquiries 
concerning this report with a terse 
“no comment,” but Senator Richard 
L. Neuberger (Oregon Democrat) 
and Rep. Porter have both sent word 
to the FTC that they want to read 
the report. So there is reason to be- 
lieve that at least a portion of the 
investigators’ report will be released 
to the trade. Mr. Porter says he 
hopes the FTC study will “throw 
new light on the proposed shoe legis- 
lation.” 

- 

Labor reform is here. Although 
labor officials are savagely denounc- 
ing the new reform program as “a 
killer law,” they are grudgingly ad- 
mitting in private conversations that 
“we can and will live with this new 
law.” 

The reform law is a substantial 
victory for President Eisenhower, 
who had repeatedly asked Congress 
to move against dishonest labor of- 
ficials, and for Senator John L. Mc- 
Clellan (Arkansas Democrat), ag- 
gressive and conscientious chairman 
of the special Senate committee 
probing racketeering in labor-man- 
agement relations. 

Honest unions have nothing to 
fear from the new law. But those 
who have trampled on the rights of 
workers are now confronted with a 
grim prospect: Clean house or go to 
jail. 

Secretary of Labor James P. Mit- 
chell insists that no honest labor 
leader, employer, or employe has any 
reason for concern. And he promises 
that the Eisenhower Administration 
will never use the new law to destroy 
unions. “The law will not be used to 
bust unions or to harass manage- 
ment,” he declares. 

Here are the main points in the 
new labor reform law: Secondary 
boycotts are now illegal. The new 
law specifically forbids— 

® Boycotts against secondary em- 
ployers. Under Taft-Hartley, it was 
illegal to pressure employes of a sec- 
ondary employer, but permissible to 
squeeze the employer. 

® Boycotts resulting from induc- 
ing employes individually, rather 
than in concert. Under Taft-Hartley 
only mass inducements were illegal. 

® Boycotts against railroads, mu- 


nicipalities, and government agen- 
cies because their employes were 
not “employes” under the Taft- 
Hartley law. 

Here’s the compromise reached re- 
garding boycotts of retail stores: It 
is illegal to picket a store selling a 
product produced by a firm at odds 
with a union, but other forms of 
anti-employer publicity are not bar- 
red, nor is picketing at the primary 
site of the dispute. 

Hot cargo agreements are now il- 
legal, except that garment unions 
may legally continue to keep sub- 
contracted work away from non- 
union firms. 

No man’s land of labor disputes is 
to be taken over by state labor 
boards and courts in all cases de- 
clined by the national labor rela- 
tions board. NLRB will continue to 
take cases meeting its standards as 
of Aug. 1, 1959. Also, NLRB may 
now delegate its regional offices cer- 
tain powers in cases involving rep- 
resentation. 

Blackmail picketing is now illegal. 
Specifically— 

® Picketing is banned for 12 
months following an election. 

© Picketing is banned if another 
union is certified or lawfully recog- 
nized. 

® Picketing prior to an election 
must be confined to a _ reasonable 
time and not to exceed 30 days. 

© Prior to an election, informa- 
tional picketing which does not 
affect deliveries or service is not 
banned. 

Enforcement is provided through 
mandatory injunction obtained 
through the NLRB, but no damage 
suits allowed. Union can charge un- 
fair practices but not block injunc- 
tion except in limited situations un- 
der sec. 8-A-2. 

° 

Union leaders are  overplaying 
their hands in their savage denunci- 
ations of those who stood up for la- 
bor reform this year There is al- 
ready clear-cut evidence within 
Congress that their threats (‘we'll 
get you’) are alienating some of 
their friends. 

Also, nearly 
that the new 


realizes 
is not a 


everybody 
reform law 
“killer law,” as the AFL-CIO says it 
is, any more than the Taft-Hartley 
law was, as union heads claimed on 


enactment in 1947, a “slave labor 


law.” 


Since 1947, nearly every labor 


union in the United States has 
gained in members, in prestige, and 
in financial health. Only a handful 
of plainly Communist - dominated 
unions have lost ground since Taft- 
Hartley was enacted. Important 
unions such as the United Steel- 
workers and the United Autowork- 
ers have enjoyed peak prosperity and 
prestige in the past 12 years. 

True, union leaders are particu- 
larly bitter against the provisions in 
the new law that prohibit secondary 
boycotts and coercive picketing de- 
signed to force a union on unwilling 
or disinterested employes. (This will 
slow the growth of unions in the 
South. ) 

* 

New government jobs, at advanced 
pay scales, are in the making. If 
Congress votes approval of new 
White House plans, half-a-dozen dif- 
ferent government agencies will be 
able to offer $14,190 to $17,500-a- 
year jobs. 

Congress is asking some questions 
about the new jobs, hewever. Not 
long ago, the U.S. Civil Service Com- 
mission told the Congress that bet- 
ter-paying jobs would enable the 
government to hire top experts. 

What actually happened was that 
only a few industry experts were 
hired, and hundreds of government 
clerks were promoted into the new 
upper-bracket positions. This trick 
did not set well with the Congress, 
and questions are now being asked 
about filling the new jobs—if they 
are created. 

If the plan goes through, the new 
top-pay jobs will open up in Defense 
Dept., Agriculture Dept., Small Bus- 
iness Administration, Internal Rev- 
enue Service, Social Security Ad- 
ministration, and U.S. Patent Office. 

e 

The huge food industry is joining 
other merchants in fighting the con- 
tinued spread of military cut-rate 
sales of consumer goods. 

The entrance of the major indus- 
try may turn the tide in the long 
battle to limit service discount mer- 
chandising to items of “convenience 
and necessity” at post exchanges as 
well as comissaries. 

Sen. Paul Douglas (Illinois Demo- 
crat) has opened a new attack in 
Congress on military selling. He 
charged these operations waste the 
equivalent of several regiments of 
fighting men who are assigned as 
store clerks. 
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50 million fashion shoes can’t be wrong! And nearly 50 million 
fashion shoes bought and worn by women of every size, shape and 


description in every corner of the country, every part of the globe, 


prove — by the only “test” that really counts — the test of consumer 


use under all kinds of conditions — there is just no other toplift 
material that wears nearly as well, no better insurance against thin 
heel breakage than Perma-Top! Competitively priced — available 


through your regular heel source. 
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The combination dowel and tift unit developed by Perma-Top 
to protect plastic heels against breakage AND provide 
a toplift that's guaranteed never to wear out. 


ESSEX PRODUCTS, INC., 42 DUNCAN STREET, HAVERHILL, MASSACHUSETTS 
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Salesmen on the Road... 





Send contributions to: 
d Blved., E 


Mrs. Bernice S. Decker, Salesmen 


» MM. by BERNICE S. DECKER 





on the Road Dept., 228 Cr 


NSTA to Convene 


MAIN event for shoe travelers 
this month is the 49th annual con- 
vention of the National Shoe Travel- 
ers’ Association. It’s to be held 
October 22 and 23 at the Hotel 
Hamilton, Chicago, just prior to the 
opening of the National Shoe Fair. 

It promises to be a busy conven- 
tion, for plans will be made for the 
organization’s Golden Anniversary 
in 1960. Membership is reported to 
be at a new all-time high. 

The board of directors will meet 
October 21 and 23 and the officers 
and trustees of NSTA Benevolent 
Auxiliary will convene at 9:30 a.m. 
on the 22nd. The Auxiliary was 
formed February 18, 1959, and to 
date has paid out $6500 in death 
claims. 


Footwear Families .. . 


RETAILERS in New York State 
are accustomed to having shoe trav- 
elers named Tuttle call on them. 
Rollin Tuttle, secretary of the Em- 
pire State Footwear Association, 
Inc., represents the third genera- 
tion of his family to sell shoes on 
the road there. He’s been at it 40 
years and is now in his 32nd year 
with Gilbert Shoe Company. 

His grandfather and father pre- 
ceded him with other lines of 
shoes. He and his father had a 
jobbing business for 10 years with 
seven men on the road. They also 
owned a children’s shoe factory in 
Lynn, Mass. 

Selling shoes is not Rollin Tut- 
tle’s only talent. He’s a capable 
entertainer as well. He appeared 
in vaudeville and put on special 
programs for years, billed as “Hu- 
morist, Raconteur, Whistler, Pian- 
ist, Human Xylophonist.” 

He lives in East Rochester, 
N. Y., where his current hobbies 
are music and fishing. 

Mrs. Tuttle, known to the trade 
as Kay, travels with her husband 
much of the time. She also helps 
him with association work at con- 
vention time. 

e es - 


John P. Chambers, retired shoe 


traveler, is proud of the fact that 
the shoe business tradition which 
he started has continued in his son 
and grandson. 

Mr. Chambers, who is 88 years 
old, lives in Blackwell, Okla. For 
many years he traveled for the 
Pedigo-Weber Shoe Company of St. 
Louis in Kansas City and Okla- 
homa City. 

His son, M. R. Chambers, re- 
cently retired after serving as styl- 
ists for Tweedie Footwear Corpo- 
ration for 30 years. Grandson Tom 
is women’s shoe buyer for Lyt- 
ton’s, Chicago men’s and women’s 
apparel chain. 

e o e 

FATHER-AND-SON shoe trav- 
eler combinations have become a 
habit with Herbst Shoe Manufac- 
turing Company. Right now there 
are three such teams covering the 
company’s territories cooperatively. 

Senior father is E. D. Mansfield, 
who has been with the company 
since 1935. He and son Ted, who 
came along last year, cover Michi- 
gan. 

Joe Wasserberger, a 20-year vet- 
eran, and his son Les, who has 
been on the job for seven years, 
take care of bustling New York 
City and environs. 

New York State has been ably 
handled by Syd Watrous since 1942 
—with the help of his son Rod for 
the past two years. 

We would like to point out also 
that the immediate past president 
of Herbst and present chairman of 
the board, F. G. Herbst, has been 
with the company since 1924. His 
son John Herbst, newly elected 
president, started in 1935. 


The Case for Independence 


A CASE for independence of both 
the shoe traveler and retailer is pre- 
sented as the most recent “Opera- 
tional Know-How” correspondence 
lesson for the salesmen division of 
Independent Shoemen. 

The independent shoe traveler is 
highlighted as having the most im- 
portant task of all in preserving the 
industry for independent retailers 


and manufacturers alike. Salesmen 
are advised it is their job to outsell 
giant competitors through good hon- 
est knowledge and superior merchan- 
dising. 

“You have the important job,” the 
lesson states, “of pointing out the 
advantages that your customer has 
in maintaining his independent 
status. You can prevent him from 
giving up his independence by being 
a merchandiser and counselor to 
your customer. He needs more than 
a handshake and a weather report 
to compete in today’s market.” 

A number of areas are cited in 
which, it is pointed out, the inde- 
pendent has an advantage over the 
chain or factory-controlled store. 
These include on-the-spot manage- 
ment, special services, and the utili- 
zation of many sources of supply. 
Salesmen are urged to show these 
advantages constantly to their cus- 
tomers. 


ISCO Divisions Set Meetings 

FOUR divisional sales meetings 
have been scheduled by Interna- 
tional Shoe Company, St. Louis, for 
early October. 

The three general line divisions, 
Peters division, Roberts, Johnson 
& Rand division, and Friedman- 
Shelby, were slated to meet in New 
Orleans October 2-3 at the Shera- 
ton-Charles and Monteleone Hotels. 
The Los Angeles meeting of the 
general line groups is scheduled for 
October 5-6 at the Beverly Hilton 
Hotel, Los Angeles. The midwest 
meeting will be held. October 8-9 at 
the Hotel Del Prado, Chicago. 

The Winthrop division will meet 
October 12-14 at the Statler Hotel 
in St. Louis. 

Accent and Queen Quality divi- 
sions held their meetings in St. 
Louis late in September, followed 
by the Northeast regional meeting 
in New York City and the South- 
east session in Atlanta. 
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Show Officials Say: 
Late Easter Will Spur 


Business at PPSSA 


NEW YORK —The lateness of 
Easter, 1960, will stimulate spring 
buying at the Popular Price Shoe 
Show, November 29 to December 3, 
show officials are confident. In fact, 
the event will be ‘‘one of the strong- 
est buying shows in our history,” 
claim Alfred L. Morse and Wallace 
J. McGrath, co-chairmen of the 
PPSSA show committees. 


Easter Sunday next year falls on 
April 17, 20 weeks after PPSSA. 
Only once in the last eight years 
have the dates of PPSSA and 
Easter provided more than a 20- 
week interval. That was in 1956 
when there were 21 weeks between. 
And PPSSA officials say their No- 
vember ’56 showing set retail buy- 
ing records. 

This time the calendar situation 
will provide retailers and manufac- 
turers with one to three weeks’ 
more “lead time” than is usual with 
pre-Easter shoes, the PPSSA co- 
chairmen note. There will also be 
more opportunity to define fashion 
trends and clarify pricing and mer- 
chandising policies, they say. 

Mr. Morse and Mr. McGrath add 
that exhibitors have shown “un- 
usually high interest” in the coming 
show. They say many producers 
have noted that they will be able to 
take orders and make spring deliv- 
eries on time because of the show’s 
dating. 

Committees for the show have 
been announced by Mr. Atkins and 
Mr. Field: 

Show committee for National Asso- 
ciation of Shoe Chain Stores: Alfred 
L. Morse, Morse Shoe Stores, chair- 
man; C. O. Anderson, G. R. Kinney 
Corp.; William M. Blackie, Genesco; 
Simon Edison, Edison Brothers Stores, 
Inc.; Morton R. Izen, Sears, Roebuck 
and Co.; I. M. Kay, Berland Shoe Co. 

Also C. Charles Marran, Spencer 
Shoe Corp.; Raymond A. Mills, Endi- 
cott Johnson Corp.; Jack M. Schiff, 
Shoe Corp. of America; Milton Simon, 
I. Simon Co., Inc.; Edward Atkins, ex- 
ecutive vice-president, National Asso- 
ciation of Shoe Chain Stores. 

Show committee for New England 
Shoe and Leather Association: Wal- 

(CONTINUED ON PAGE 72) 
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NSRA Sets Workshop Program at Chicago 


CHICAGO—Nationally known fig- 
ures in merchandising, promotion 
and sales training will appear at the 
Retailers Conference of the National 
Shoe Retailers Association, Sunday, 
October 25. The workshop program 
will be presented in the Grand Ball- 
room of Chicago’s Conrad Hilton 
Hotel from 12:30 to 4:30 p.m. 

Keynote speaker at a luncheon ses- 
sion will be Lloyd W. Nordstrom, a 
leading West Coast shoe retailer and 
president of NSRA. His talk, titled 
“Trends, Problems and Answers,” 
will point up significant changes in 
the character of shoe business and 
their influence on the conduct of 
this business. 

Also on the program are a session 
on sales promotion, dealing with new 
advertising and display techniques 
for retail shoe stores, and a sales 
production session, centered on im- 
proving the effectiveness of retail 
salespeople by modern personnel 
training methods. 

“Advertising That Sells Shoes” 
will be the topic of Bernice S. Fitz- 
Gibbons, prominent advertising ex- 
ecutive. She will seek to show how 
creative ideas in copy, art and layout 


can double the sales effectiveness of 
retail shoe advertising. 

W. L. Stensgaard, an authority on 
in-store and point-of-sale merchan- 
dising, will demonstrate the use of 
window and interior shoe store dis- 
plays to increase sales. His talk is 
titled “Show, Stop and Sell.” 

“Techniques to Help Salespeople 
Sell More” will be the subject of 
John J. McCarthy, consultant in per- 
sonnel training and marketing prac- 
tices for General Electric Company. 
He will explore proven methods of 
developing executive and supervisory 
personnel for “more business at less 
expense for greater profit.” Mr. 
McCarthy has a broad background 
in retail personnel training. 

Elaine T. Norwood, sales promo- 
tion director of Craddock-Terry Shoe 
Corporation, will present ‘Motivat- 
ing Shoe Salespeople for Increased 
Stock Turnover.” Miss Norwood will 
demonstrate a plan to step up stock 
turnover through the use of special 
selling approaches by salespeople. 

Tickets for the conference and 
luncheon are available at $10 from 
NSRA, 274 Madison Ave., New York. 
According to NSRA officials, a ca- 
pacity crowd is expected. 





6500 Retailers Join in ‘American Continental’ Campaign 


NEW YORK—Some 6500 retailers 
are tying in with a men’s shoe pro- 
motion spearheaded by Leather In- 
dustries of America on the “Amer- 
ican Continental” theme. Thirty 
manufacturers are cooperating in the 
nationwide advertising and promo- 
tion campaign, 

A double-page color ad in the No- 
vember issue of Esquire will touch 
off the campaign. It is built around 
the new styles combining the “more 
shoe” look with the lightness, flexi- 
bility and slimmer lines introduced 
in recent years. 

According to an LIA spokesman, 
each of the participating retailers 
received a merchandising kit at his 
own request. Included in the kit is a 
window display card which is a die- 
cut reproduction of the LIA Esquire 
ad. A panel, when folded down, be- 
comes a platform to display shoes. 


Other material in the kit includes 
a streamer, several suggested win- 
dow displays and suggested copy and 
illustrations for local advertising 
tying in with the campaign. Style 
information and sales pointers are 
also in the packet. 

Participating manufacturers are 
supplying “individualized” kits to 
their key retail outlets. 

Additiona] kits are available to re- 
tailers who carry a _ participating 
brand. They may write to Leather 
Industries, 411 Fifth Ave, New 
York 16. 

Earlier, more than 6000 retail 
stores tied in with a back-to-school 
promotion of children’s leather 
shoes, also directed by LIA. The 
campaign was launched in the Sep- 
tember issue of Parents’ Magazine. 
The retailers used kits provided by 
LIA. 
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Circular Display Rack Stops “99 of 100 Women’ 


DALLAS—“A 100 per cent dis- 
play rack” is what Jay Kirkendall, 
manager of Sherman’s Shoes in the 
Preston Forest section of Dallas, 
calls a two-tiered circular atten- 
tion getter just inside his entrance 
door. 

“Ninety-nine women out of 100 
stop at this display and handle the 
merchandise,” Mr. Kirkendall says. 

The display, one of the many at- 
tractive ones in the new coral and 
jet has revolving circular 
shelves covered with black, marble- 
ized Formica, and a center pole out 
of which projects a synthetic palm 
tree. In this manner the firm cre- 
ates a resort atmosphere for flats 
and casual shoes, which are fea- 
tured in the display. The shelves 
are some six feet in diameter. Two 
smaller shelves, 12 inches in diam- 
eter, break the distance between 
the larger ones—and at angles— 
and these display shoes with har- 
monizing handbags. 

Mr. Kirkendall had the display 
made in Dallas, but it is his opin- 
ion that any store man handy with 
tools could duplicate it. 

Opposite the circular display is 
long-shelf-type rack of 
men’s shoes. This, too, has proven 
a stimulus to sales. 

“Both the women’s and men’s 
displays complete a picture of total 
exposure which we set out to ob- 
tain in this store,” Mr. Kirkendall 
explains. “Short windows in the 


store, 


an open, 


a 


Jay Kirkendall, manager of Sherman's 
Shoes, Dallas, demonstrates elbow-height 
accessibility of women's shoes on his 

"lazy Susan"-type display rack. 
store front permit a view of the 
women’s and men’s interior racks 
even from the street.” 

The Sherman store at exclusive 
Preston Forest opened last Janu- 
ary. It has a contemporary exterior 
design of glass and thin-cut stone 
in earth tones. The owner is Car] 
Sherman, who also operates a store 
in Idabell, Okla. 


15th Women’s Line at Fontius 

DENVER—Fontius Shoes, now 
in its 66th year here, has added its 
15th line of women’s footwear. As 
a supplement to its Foot Savers 
line in basic shoes, the retail firm 
has added Selby Arch Preservers 
from $17.95 to $18.95. 





Spanish-Speaking Clerk Helps 
RIVERTON, WYO.—Nat Ackerly, 


manager of the J. M. McDonald 
Company store here, observed that 
hundreds of Mexican farm laborers 
and their families come to this part 
of Wyoming annually to tend and 
harvest the sugar beet and bean 
crops. 

He wasn’t getting much of their 
however, until he hit on 
the plan of employing a young lady 
in the family shoe department who 
could speak both Spanish and En- 
glish. 

Lupe Martinez was the young 
lady selected. The first Saturday 
afternoon after she was put on the 
payroll, the store sold $141 worth 


business, 


6A 


Store Draw Migrant Workers 


of shoes in an hour and a half. Sales 
for the week in the shoe department 
were up 131 per cent over the same 
week a year ago, Manager Ackerly 
reported. 

Mr. Ackerly declared Miss Mar- 
tinez has been a “great help” to the 
department. She greets the Mexican 
customers as they come into the de- 
partment, finds out what type of shoe 
they want and turns them over to a 
shoe fitter. 

The manager explained that each 
Mexican claimed he wore a size 7%. 
It became Miss Martinez’ job to 
measure each customer’s foot, and 
most of them, she found, took sizes 
from 9 to 10%. 


‘Haute Couture’ by Bally: 
Style Line Premiere 


Held in San Francisco 


SAN FRANCISCO — Haute Cou- 
ture, a striking new line of high- 
style shoes for women, was intro- 
duced to customers of the Frank 
Werner Company in a world pre- 
miere showing. Ove M. Wittstock, 
vice-president of Bally of Switzer- 
land, and general manager of the 
Werner Company stores in San 
Francisco, Stonestown and San Ma- 
teo, presided over the event. 

The new collection, intended to 
become Werner’s top fashion line, 
was selected from Bally studios in 
New York, London, Paris, Rome, 
Brussels and Zurich. Margaret Bed- 
nar, Bally designer and fashion co- 
ordinator, flew from New York to 
join Mr. Wittstock and other Bally 
and Frank Werner executives for the 
premiere. 

The shoes, of top-grade kid, calf 
and suede, are hand-lasted in pointed 
toes, modified point and oval lasts, to 
offer European style touches with 
American practicality. They repre- 
sent the work of a variety of de- 
signers, including Renie Hubert of 
France, who designed part of the 
Werner Geary Street store in San 
I rancisco. 

“The Frank Werner Company in 
San Francisco,” Mr. Wittstock point- 
ed out, “‘will be the only shoe store 
in the U. S. where this new line will 
We will use Haute Couture 
regulavly as our top shoe.” 

The new will sell in the 
$35-a-pair price range and matching 
handbags will retail from $24.95 to 
$39.95—with the top price being 
applied to kidskin bags manufac- 
tured in Switzerland by Bally. 

Coincident with the first public 


be sold. 


shoes 


Featured in Haute Couture line in "Mme. 

Du Barry," d'Orsay pump in raspberry, 

Pilgrim gray or black suede with satin. 
Price, $35. 
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announcement of the new collection, 
Mr. Wittstock also announced sev- 
eral personnel changes for the San 
Francisco organization. 

Frank X. Weaver has been named 
manager of the Frank Werner 
branch store in downtown San Ma- 
teo. Miss Audrey Miller has been 
appointed buyer for the handbags 
and accessories department and E. J. 
Loppacher has been named buyer 
for Werner’s children’s departments. 

Mr. Wittstock also disclosed com- 
pletion of a remodeling program for 
Werner’s two suburban stores. The 
store in Stonestown was completely 
re-arranged “in order to gain more 
economical use of the available 
space.” The men’s department was 
moved from the mezzanine to the 
main floor and now all three de- 
partments, women’s, children’s and 
men’s, are on the main floor. The 
number of chairs was kept the same 
but the stock space was increased 
by 40 per cent and the interior dis- 
play space was doubled. 

Remodeling of the San Mateo 
store involved changes in the chil- 
dren’s department to obtain more 
stock space next to the selling floor. 
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Eliminate fitting problems... 


steel shanks. Many styles. 
Moderately priced. 
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Fast 24-hour in-stock service... 


WRITE FOR CATALOG SHOWING DR. SCHOLL'S MEN’S AND WOMEN'S SHOES 


THE SCHOLL MFG. CO., INC. 


Chicago 10, Illinois, New York 11, N. Y., Los Angeles 58, Calif. 
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Nationally 
Advertised 


D! Scholls 
SHOES 


increase your repeat business! Made over 26 different 
lasts, each designed for a particular type of foot. 
Choicest leathers. Right and left individual 
pre-molded counters. Resilient spring 


larges? size-range in world! 
Some styles 22 to 13; AAAAA to EEEEEEEE 


Remodeled Dalsimer’s to Stress Fashion plus Reputation 


PHILADELPHIA — Dalsimer’s, 
one of the oldest independent shoe 
stores in downtown Philadelphia, is 
completing an extensive remodeling 
and reorganization program. The 
project is designed to capitalize on 
Dalsimer’s well-established name and 
independent status in the competi- 
tion for downtown clientele. 

Long known as a quality retailer 
with a _ substantial comfort shoe 
business, the firm has become in- 
creasingly fashion-oriented in recent 
years. At the same time, an increas- 
ing number of shoe stores have set 
up near Dalsimer’s 1211 Chestnut 
St. location. The street has become 
a downtown shoe center. 

Since many of its competitors are 
chain stores that rely heavily on 
fashion, Dalsimer’s has emphasized 
fashion with a view toward becom- 
ing known “a smart place to 
shop.” The recent remodeling is re- 
inforcing this concept. 

A partition has shortened the 
length of the downstairs store. On 
the partition is a display area—re- 
cessed and framed and lighted by 
back-set spots. 


as 


and 


Style 2367A 

Black kid blucher. 
Long inside counters. 
12/8’ leather heel 

with %”' rubber top lift. 
Also in white. 


M. K 








shoe stores, 
drive-ins 


shoe 
promotion 
buyers 


1215 Washington Ave. 
Sample Rooms: Los Angeles + 


Here Dalsimer’s will focus fashion 
interest within the store; seasonal 
displays with accessory tie-ins will 
be changed often. 

The comfort shoe area, previously 
confined to the upstairs store, has 
already been brought to the main 
floor. Customers are now buying 
extra pairs of regular types which 
they saw on display while being 
fitted with comfort shoes. 

But Dalsimer’s is going to great 
pains to protect the established con- 
servative side of its operation. It 
here that Dalsimer enjoys its 
basic advantage over the chains, 
management feels. 

A great effort is made to know 
each customer personally; a return- 
ing customer is greeted by name 
when possible. 

Many families have Dal- 
simer’s clientele for two three 
generations. Today, almost inevita- 
bly, many of the younger members 
are under strong temptation to shop 
elsewhere because of the tremendous 
barrage of promotional advertising. 
But Dalsimer’s has dedicated itself 
to seeing that they don’t. 


is 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 

for values! 


Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


- WEIL Shoe Company 


“While in Town See Weil” 
Saint Louis 3, Mo. 
New York 





Small Store Has Advantage 
In Closeness to Customer: LS. 

THE smaller-size independent re- 
tailer has a closeness to the cus- 
tomer and a degree of flexibility 
which the larger firm can’t hope to 
equal, Independent Shoemen has told 
its members. 

The latest Jesson in the organiza- 
tion’s educational series, ‘Opera- 
tional Know-How,” said _ retailers 
must recognize and exploit this ad- 
vantage. 

Frank Underhill, I.S. executive di- 
rector, said, “The independent usu- 
ally cannot compete with the larger 
chain in mass selling techniques, 
but he still holds the reins within 
the community because of his com- 
munity participation, better individ- 
ualized service and flexibility of op- 
eration.” 

Between 1948 and 1954 the aver- 
age size of the independent store 
rose 9 per cent, Mr. Underhill said, 
while that of the chain store fell 10 
per cent. Sales per chain store de- 
clined 12 per cent, he added, view- 
ing this as evidence that the chains 
are not winning a larger share of 
the market. In fact, he claimed, their 
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share since 1948 has dropped 1.3 
per cent. The independents still ac- 
count for 50 per cent of all sales of 
footwear. 

The I.S. instruction booklet is 
titled “How to Take Full Advantage 
of Your Independence.” It was 
issued from the association’s Boston 
headquarters. 


Morris Moulded Shoe Co. 
Curbed on Advertising Claims 


WASHINGTON, D. C.—The Fed- 
eral Trade Commission says Morris 
Moulded Shoe Company of New 
York City has agreed to stop adver- 
tising that its shoes will relieve ar- 
thritis or rheumatism, revitalize 
foot or leg muscles, or insure cor- 
rect support or body balance. In 
addition the firm must not repre- 
sent that it manufactures the shoes 
it sells except when this is actually 
the case. 

A consent order to this effect has 
been signed by Bernard Morris, 
who operates the company. (In a 
consent order the respondent agrees 
only to cease the practice in aues- 
tion. He does not admit that there 
has been any violation of law.) 


FAITH FuL 


SHOES OF QUALITY 


or" > : 
Titer tid for Yitbil iP FOS 


GS HERE 


Just doggone good basic styles— 
well-made, popular-priced and In- 
Stock for fast service on one pair 
or one hundred. Our shoes build 
business. Try them—see for yourself! 


Pi 


WINCHELL SHOE MFG. CO. NATICK, MASS. 
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Ohio Travelers Plan Special 
Events at Spring Showing 

COLUMBUS, O.—A series of spe- 
cial events, including a breakfast, an 
appraisal of the shoe market and a 
dinner-dance, have been planned for 
retailers attending the Ohio Shoe 
Travelers Club’s spring buying mart, 
November 8-10 at the Deshler Hilton 
Hotel here. The events will take 
place on the first day of the show, 
according to Harry Teetsel, enter- 
tainment chairman. 

Merchants and buyers from 
throughout Ohio and parts of West 
Virginia, Kentucky, Pennsylvania 
and Indiana are expected. 

Clyde Logan responsible for 
compiling the fair directory and Ray 
Brooks is general chairman. 


is 


Schiff Expands at Dayton 
DAYTON, O.—Schiff Shoes will 
expand to 20 family stores in the 
Dayton area under a construction 
program launched recently. Louis 
Kollinger, district supervisor, said 
the company is opening a $50,000 
store in Troy, O. Three other stores 
are being built. More are planned. 
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RETAIL 


$8.95 - $9.95 
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Diamond Gardner Awards 
Prizes in Shoe Corp. Contest 


MIDDLETOWN, O. — Winners 
have been named in a contest con- 
ducted by the Gardner division of 
Diamond Gardner Corporation, here, 
among 2500 retail clerks of Shoe 
Corporation of America. The en- 
trants were asked to complete the 
statement, “I like the Blue Bird 
‘Redi-Tote’ shoe box because. . .” 

Developed by Gardner, ‘Redi- 
Tote” is a folding carton which is 
stored flat. The clerk breaks the 
tab on the carton, pulls up the han- 
dle and locks on the cover. The box 
reterred to in the contest was made 
for Shoe Corporation’s Blue Bird 
line. 

First prize winner ($50 cash) 
was Edward Pracht of E. D. Ed- 
wards Shoes, Alexandria, Va. Store 
manager Murry Selzer received $25. 

Second prize ($25) went to Ber- 
nard Firestone of Federal Depart- 
ment Stores, Detroit. 

Third prizes ($5 each) were 
awarded to Betsey Belhassen, Schiff 
Shoe Store, Boone, Ia.; Mrs. Ann 
Gage, Schiff Shoe Store, Michigan 


City, Ind.; Jerry B. Johnson, Schiff 
Shoe Store, Mitchell, S. D.; Mrs. 
Dorothy Starsky, Schiff Shoe Store, 
Rochester, N. Y., and Mrs. Mary 
Hawkins, John C. Myers Company, 
Albany, N. Y. 


Joseph Salons Emphasize 
‘Lowered Heel’ in Catalog 


CHICAGO—Mid- and lower-heel 
shoes are highlighted in the new 
fall and winter catalog of Joseph 
Salon Shoes. The theme selected is 
“Shoe report, 1959, on the lowered 
heel,” and this idea _ prevails 
throughout the 12-page catalog 
booklet. 

Several page spreads are devoted 
te 214-inch heels. These include 
continental throat spectators, oval 
and needle toe pumps, square toe 
spectators, lace toe and draped 
pumps and novelty buckle treat- 
ments. Italian imports, casuals, 
boot shoes, storm boots as well as 
high-style flats and regular shoes 
are shown. 

The catalog features shoes of- 
fered in the firm’s five stores in the 
Chicago area. 


Wohl to Operate 6 Gilchrist’s 
Departments in Boston Area 


ST. LOUIS—Wohl Shoe Com- 
pany, a division of Brown Shoe 
Company, has leased the six up- 
stairs shoe departments of Gil- 
christ’s, Boston department store 
firm. The departments are in stores 
in Boston, Brockton, Framingham, 
Medford, Quincy and Waltham, 
Mass. 

Al Narbonne, former shoe de- 
partment manager for Wohl’s leased 
departments at A. G. Pollard in 
Lowell, Mass., has been appointed 
manager of the departments in Gil- 
christ’s. Roland Stroyman remains 
as divisional merchandise manager 
of shoes and fashion accessories. 


National Steps Up Advertising 

NEW YOR K—The National 
Shoes, Inc., chain has launched the 
most extensive advertising cam- 
paign in its history this fall. The 
company is using newspapers, televi- 
sion, radio and magazine advertising 
to reach 38 markets where National 
operates 170 stores. Strongest effort 
is in radio. 





Brown, maple, red, black 
Sizes 4 to 10, 
AAAA to C. 


Red, brown, blue, black, 
white. Sizes 4 to 10, 
AAAA to D. 


Winning New Customers 


Every Season 


One of Mrs. America’s favorite shoes—comfort- 


able, good looking, popular with all ages. 


Long 


size run, Cushionized feature construction, good 
choice of colors. Try a sample order! 


IN-STOCK 5 WAYS! 
2460 Brown Glove AAA 
4460 Red 


1460 Black Glove 
3460 Blue Glove 


9460 White Glove 
14/8 Covered Heel 


Still $10.95 Retail! 


400 Last 


SIZES STOCKED: 
6-10 
AA 5!/2-10 
5-10 

B 4-10 


C4. 
ed Glove D 4- 
E 


EEE 4- 


Write to Department 17 for complete catalog 


British Classics, Inc. 


146 DUANE STREET, NEW YORK 13, N. Y. 


CUSHIONIZED BELLAIRE SHOE CO. 
15 Lowell St. col aitelale Mmm Atel ial= 
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(Advertisement) 


LUCIEN BOUGIE INC. APPOINTS Late Easter to Spur PPSSA 


Lucien Bougie, president of Lucien Bou- Buying, Show Officials Say 


gie, Inc., Canada's largest manufac- 
turers of infants footwear—LA PARIS- (CONTINUED FROM PAGE 67) 
ETTE—announces the appointment of Annual Canadian Shoe and Leather 
John L. Braive as Sales Manager. lace J. McGrath, John E. Lucey Co., Fair, Shoe Manufacturers Assn. of 
Mr. Braive brings to meg ey ove Inc., chairman; Harry A. Bass, Kleven Canada, Shoe Industry Suppliers Assn. 
alg sg ergy gg Shoe Sales Co., Inc.; A. W. Berkowitz, milk -newig e rang . ao. 
was Sales Manager of the Shoe Products Songo Shoe Mfg. Corp.; George A. inating y oat Hotel. ccc 
Div. of Dewey & Almy Chemical Com- Dempsey, Frank Noone Shoe Co., Inc.; ee aie il 
pany. Saul L. Katz, Hubbard Shoe Co., Inc. t ; 2 , : 
; anners'’ Council of America, Annual 
ae a tg! Also Joseph S. Porter, Porter Shoe Susiness Metting, Edgewater Seach 
Co., Inc.; Myer Saxe, Kesslen Shoe Hotel, Chicago October 21-23 
Co.; James Shapiro, Ware Shoe Corp.; National Shoe Travelers’ Assn., Inc., 
Sidney Spiegel, Bruce Shoe Co., Inc.; Annual Convention, Hotel Hamilton 
G. Elliot Stickney, Holmes, Stickney, Chicago October 22-23 
Inc.; Maxwell Field, executive vice- Independent Shoemen, Annual! Meeting 
president, New England Shoe and Sheraton-Blackstone Hotel, Chicago 
Leather Association. October 24 
. : : : . National Shoe Fair, Nationa! Shoe 
Fashion executive committee: for wae Be escent ae ath 
NASCS, M. R. Izen, chairman; Simon tag ba ea sag aE at 
Edison, Raymond A. Mills; for Morrison, Conrad Hilton and Con- 
NESLA, Meyer Saxe, chairman; Saul gress Hotels, Chicago October 25-29 
is Katz, Sidney Spiegel. Northwest Shoe Travelers, Inc. Spring 
Sub-committee on advertising and Minn Fair, St. ier nba te Re Fh as 
promotion : William M. Blackie and p,vig. ‘heinias oa ‘gaa 
A. W. Berkowitz. Spring Shoe Fair. New Washinaton 
and Stewart Hotels, Seattle, Wash. 
Crown Chain Moves Offices satiate got ber 31-No\ vember 3 
ss icnigan nnua oe ‘alr, nigan 
He is a past president of the Shoe In- CHICAGO — Crown Self-Service Si : Trave ers’ Club and Michigan 
dustry Suppliers Association; the Shoe Stores, Inc., 20-store chain, has Shoe a ta ilers Assn. Statler H ton 
& Leather Council of Canada and a moved its headquarters to 412 West °° Detro't Leland Hotels, Detroit 
former director of the Advertising & 








November 1-3 


Sales Executives Club of Montreal. At 107th St., here, President Robert L. towa Shoe Travelers’ Assn., Spring Shox 


present, he is a director of the Dominion Wolf said. The chain was formerly Show, Fort Des Moines Hotel, Des 


; ‘athe : Moines November 7: 
Commercial Travellers Association. 368 East 87th St., Chicago. 4 ember 7-9 








based at : Boot and Shoe Travelers’ Assn. of New 


York, Inc., Shoe Show Garden City 

Ho Garden Cit a 2 ovember 8 
Ohio Shoe Travelers Club, Spring Sh e 

Show, Deshler-Hilton, Hotel, Columbus 
November 8 
Indiana Shoe Travelers’ Assn., we) 

Spring Shoe Show, Claypool Hot. 

Indianapo Jovember 
M.A.S.T.A. Shoe Shows, Spring “Sh W 

ng, Benjamin Franklin Hote Phila- 

delphia November 
West Coast Shoe Travelers’ Associates, 

Spring Shoe Show, Alexandria and 

Biltmore Hotels, Los Angeles 


NJ 


yovember 





Boston Shoe Travelers’ Assn., Spring 
=f Hp Y BAH/// Shoe Show, Parker House, Boston 
; me By, / 5 J 2 Y November § 
y y GF: | Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Henry Grady, Peachtree 
on Peachtree, Dinkler Plaza and Pied 
styles that spell SP LES mont Hotels, Atlanta November 
| Heart of America Shoe Show, Centra 
States Shoe Travelers, Hotels Mueh 


) bach and Phillips, Kansas Cit ies 
Baby Shoes by Mars Days Ideal Wananiilien 


: i Southwestern Shoe Travelers Assn., Inc., 
. . . to spark up your holiday selling! Spring Shoe Fair, Adolphus, Baker 
y, Statler-Hilton and Southland Hotels 
Dallas ......November 
Pennsylvania Shoe Travelers Assn., Inc.," 
Spring Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 
Style 746, a bright red nylon velvet (Nylovel) Mary Ann November 15-18 
one strap with white faille lining and bow trim is hand washable Mid-Continent Shoe Travelers Assn., 
and is made in medium and wide widths. Sizes 3 to 8. a ng et ve Biltmore Hotel 
kian Nove € -23 
Style 9381, a black nylon velvet (Nylovel) Oxford deed Shes ection oa sl ena 
with contrasting white binding, eyelets and wrapper. Black crepe sole. 


; ; . i Shoe Market, Palmer House ‘Chicago 
Made in narrow, medium and wide widths. Sizes 3 to 8. November 22-25 


| Mountain States Shoe Travelers’ Assn., 
4 Spring Shoe Show, Albany Hotel, 
ay BABY SHOE CO., INC. Denver ....November 22-25 


DANVERS, MASSACHUSETT | \ 
7) WEST seTH ST = A MERCHANDISE MART e104 i MART _ 


NEW YORK 1, NY MICAGO B4, ILLINOIS DALLAS, TEX, 


Two smart ’n beautiful styles to pep up holiday sales. 
Grown-ups will want to play Santa when they see these styles 
prominently featured in your infants’ department. 
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© Obituaries 


GUS G. MOSINGER, 65, vice- 
president of Mosinger-Cohn Shoe 
Company, St. Louis jobber and 
wholesaler, died September 8 of a 
heart ailment. Mr. Mosinger, with 
his brother, the late Harry Mos- 
inger, founded the shoe firm 44 
years ago and had been active dur- 
ing the entire period since then. 
Besides his widow, Birdie, survi- 
vors include a son, Harold, who is 
associated with Mosinger-Cohn, 
and a daughter, Mrs. Abe Lieber- 
man, whose husband is vice-presi- 
dent of Libson Shops. 


ROBERT T. GRIFFITH, superin- 
tendent of Brown Shoe Company’s 
Mattoon, IIl., factory, died Septem- 
ber 16 following a heart attack. He 
had completed 30 years of service 
with the company in various ¢ca- 
pacities including cutter, cutting 
room foreman, assistant factory 
superintendent, cutting supervisor, 
superintendent at Dixon, Mo., and 
since 1956 superintendent at Mat- 
toon. He is survived by his widow, 
Gladys. 


HARRY W. WICHMANN, secre- 
tary-treasurer and business agent 
of United Shoe Workers Union, 
Local 7, in St. Louis, died Septem- 
ber 14 of a heart ailment. Mr. 
Wichmann, 70, was formerly presi- 
dent of the local for seven years. 
Survivors include his widow, Alma, 
a son, two brothers and two sisters. 


BEN LEVY, 70, president of 
3rown’s Booterie, Inc., Lexington, 
Ky., died September 1. Mr. Levy 
prominent in civic and _ re- 
ligious affairs. Surviving are his 
widow, Anna; a daughter, two sons 
and two brothers. 


was 


ALEXANDER H. GOODRICH, 
60, owner and operator of the Payes 
Corrective Shoe Store in West 
Philadelphia, died September 15 in 
a Wilmington, Del., hospital. Sur- 
viving are his widow, Sophie; a 
daughter, three sisters and four 
brothers. 


JOHN L. CORBALEY, 80, who 
founded Corbaley’s, a family shoe 
operation in Benson, a suburb of 
Omaha, Neb., in 1905, died recently 
in an Omaha hospital after a year’s 
illness. Two daughters, Mrs. Carl 
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Lindell and Mrs. Mary D. Burke, 
and a son, Lewis S., who now man- 
ages the shoe store, survive. 


LEVI H. WALKER, 80, Detroit 
shoe retailer who retired in 1951 
after operating shops at various lo- 
cations for 41 years, died early last 
month. Surviving are his widow, 
Dora, and two daughters, Lillian 
and Mrs. Clifford Robertson. 


HARRY C. GREINER, 73, who 
retired in 1955 as _ president of 


EVERY 
FAMILY 
) sO} SO) 1 


Greiner’s Shoe Store, Inc., Colum- 
bus, O., died recently. Associated 
with the firm for 23 years, he was 
a grandson of the founder. His 
brother, Robert M., now operates 
the store. Also surviving are three 
sons, a daughter and two other 
brothers. 


WILLIAM K. SPRINKLE, 44, 
manager of the shoe department at 
Belk’s Department Store, States- 
ville, N. C., died September 7 after 
suffering a heart attack. 
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THE KEY TO FOOT-BALANCE ' 


IN STOCK 


No. 64 Brown 
No. 645 Black 


meets the man with “foot 


trouble” or a “hard-to-fit” story. Don’t shy 


away from him. 


Properly fitted with Alden- 


Pedic shoes he'll become one of your best re- 


peat customers and he'll tell his friends. Learn 


about our Foot-Balance” program today. 


Cc. H. ALDEN SHOE COMPANY 


2 yy oY 
Coshom Boolmakers Sunes 1884 


BROCKTON, MASSACHUSETTS 
cen teeteannaeentt t 


73 





What's New 


For Casual Wear 


Sports oxfords with drill-backed canvas 

uppers and full-length sponge cushion 

insoles and heels. Available in women's, 

misses’ and children's sizes. Both from 

Rubber Footwear division, Endicott 
Johnson Corporation. 


“Cordair"” (top) is rubber-soled men's 

casual with knit woven upper. Also 

shown is men's “Booster Explorer,” with 

thinner Booster sole, duck upper, desert 

boot style. Keds from United States 
Rubber Company. 





Ankle Support and Guard 
Offered in Basketball Shoe 


ANDOVER, MASS.—A newly de- 
veloped, built-in ankle support which 
doubles as a protective guard is a 
feature of the Pro-Gard basketball 
shoe marketed by Tyer Rubber Com- 
pany here. 

The sponge cushion ankle support 


Pencil point indicates built-in ankle sup- 
port and protective guard in Pro-Gard 
basketball shoe. 


is designed to prevent strained mus- 
cles, pulled ligaments and turned 
ankles—conditions common to bas- 
ketball because of the jack rabbit 
starts and stops it requires. 

Plioflex rubber from the Chemical 
Division of The Goodyear Tire & 
Rubber Company is used for the 
ankle support. “Consistent uniform- 
ity, assured processability and ex- 
ceptional blowing characteristics” 
are said to make Plioflex suitable for 
this application. 

Also made of Plioflex are other 
parts of the Pro-Gard shoe—out- 
soles, foxing and other trim. Accord- 
ing to Tyer Rubber, cleanliness and 
color uniformity of the rubber per- 
mit production of light shades with- 
out color variations. 

Available in sizes to fit younger 
players as well as professionals, the 
shoe may be washed repeatedly with- 
out damage to sensitive parts. 


Fitting Stool with Rotating 
Measuring Device Developed 


HILLSBORO, O.—A shoe fitting 
stool in which a built-in foot-meas- 
uring device rotates out of sight to 
be replaced by a wool-carpeted fit- 
ting rest, has been developed by 
Harold Henry, a Hillsboro business- 
man and school principal. The stool 
has received a patent and _ initial 
production is underway. 

Mr. Henry will be in charge of 
production and sales for his “Ezy 
Fit Stool.” Thirty models are being 
assembled by the Troy Sunshade 
Company, Troy, O., in preparation 
for a market analysis of the new 
stool. 


Braided Nylon Elastic Lace 


KANAWHA, IA.—A new shoe 
lace made of long-wearing braided 
nylon elastic has been introduced 
by the Sta-Tied Lace Company, Inc., 
here. According to the company 
these laces seldom become untied 
accidentally, because of the lock- 
ing effect of the braid. They are 
also said to be particularly comfort- 
able to wear because of their elas- 
ticity. 

The new laces are being offered 
in brown, black and white. There 
is a variety of packages to fit the 
merchandising needs of dealers. 


Child’s Boot with Ripple 


Child's "Hiker" boot by Golo of Dun- 

more, Pa., is being promoted as all-ac- 

tivity, fall-to-spring style. It features 

Ripple Sole and dirty buck upper. Sug- 
gested retail: $11.95. 





Anti-Static Suede Spray Line 


BROCKTON, MASS.—A series of 
Anti-Static Suede Sprays which 
repel dust has been marketed by C. S. 
Pierce Company here. The product 
is said to give a soft velvet feel, to 
eliminate hand brushing after spray- 
ing, reduce finger marking, prevent 
cracking and insure against dulling 
or discoloration of heels and edges. 
The spray can be used on combina- 
tion shoes of smooth and _ suede 
leathers. 

Included in the new series is a 
colorless suede spray for black and 
dark colors, another for pastels and 
light colors, a black suede spray, and 
a colored suede spray for raw edges 
and perforations and for giving a 
uniform tone to pastels and colored 
suedes. 





Travel Case for Clogs 


Under "Foot Guards" trademark, Ting- 

ley Rubber Corporation, Rahway, N. J., 

is marketing its line of men's pure gum 

clogs and sandals in new zipper travel 

case. The unit, with either style rubbers 

in natural or black gum, has advertised 
retail price of $4.95. 
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e About Shoe People 


Nat Hausman, executive director 
of the Boot and Shoe Travelers’ As- 
sociation of New York, Inc., has 
been appointed manager of the 
Marbridge Building, a New York 
shoe center. He succeeds the late 
Dudley 8S. Macdonald. Mr. Haus- 
man will continue to hold his post 
with the travelers’ group. 


Francis H. Gleason, president of 
J. F. McElwain Company, will 
serve as industry chairman at a 
leather and footwear seminar to 
be held during the 1959 Nationa! 
Convention of The Quartermaster 
Association. The convention will 
take place October 14-16 at the 
Statler-Hilton Hotel, New York. 


John L. Dunham, president of 
Dunham Brothers Company, Brat- 
tleboro, Vt., has been awarded a ci 
tation by the National Recreation 
Association for the key role he has 
played in developing winter and 
summer recreation in the Brattle- 
boro area. The presentation high- 


lighted a luncheon meeting held 

there recently in celebration of Na- 

(ional Recreation Month. Mr. Dun- 

ham has long been one of the lead- 

ing sports figures in New England. 
e * . 

H. O. Toor, president of H. O. 
Toor Shoe Companies, recently at- 
tended the International Shoe Fair 
in Paris and the Shoe Fair at 
Vigevanc, Italy. Shoe factories in 
Italy and England were also on his 
itinerary. 

. te & 

Charles Inge, who has been vice- 
president and general manager of 
McCoy’s Midwest Shoes, Inc., for 
several years, has purchased full 
contro! of the McCoy’s Shoe Store 
in Paris, Ill., and resigned his post 
in the McCoy organization. Mr. 
Inge was associated with the Mc- 
Coy operation for 23 years. He 
managed the Paris store besides 
traveling to other stores of the 
group in a supervisory role. 

* s * 

Charles Taggart, 
Taggart Shoes, Inc., 


president of 
Portsmouth, 


O., for years, has become chairman 
of the board in a reorganization. 
The firm operates leased depart- 
ments in Portsmouth, Lima and 
Springfield, O.; Charleston and 
Huntington, W. Va., and Ashland 
and Lexington, Ky. Allen H. 
Yeary, vice-president and general 
manager, has moved up to presi- 
dent and general manager. A new 
vice-president B. T. Barker, 
manager of the Huntington outlet. 


is 


Reggie Simon, a well known shoe 
designer and pattern man, is leav- 
ing the shoe business to become a 
junior partner in a soybean proc- 
essing plant in Galesburg, Il]. Mr. 
Simon was associated with several 
high-style factories in New York 
before going into business with his 
sister, Henriette Simon. Their firm, 
at first a pullover house, developed 
into a factory making fine women’s 
shoes. Recently, Mr. Simon was 
with David Evins as assistant. 

= * — 

T. E. (Buddy) Jaggars has been 
appointed manager of the shoe de- 
partment at Baims Department 
Store, Pine Bluff, Ark. 
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e Financial 
Genesco Sales, Net Up 


For Quarter, 9 Months 


NASHVILLE, TENN.—This 
year “seems destined to be the best” 
in the history of Genesco, Inc., say 
company officials. As evidence they 
cite the company’s sales and earn- 
ings record for the quarter ended 
July 31: 

Net income rose to $1,445,000, or 
52 cents a share, from $1,073,000, 
or 37 cents a share, in the compa- 
rable period of 1958. Sales gained 
approximately 15 per cent—from 
$53,275,000 to $61,745,000. 

For the nine months ended July 
31, net profits climbed to $4,384,000, 
or $1.58 a share, from $3,310,000, 
or $1.14 a share, in the 1958 period. 
Sales rose to $185,973,000 from 
$161,577,000. 

Maxey Jarman, chairman, and 
Ben H. Willingham, president, said, 
“Higher costs of hides and process- 
ing are being passed along to the 
without developing any 
noticeable sales resistance.”’ At the 
time of the report, light 


consumer 


Genesco 


PROFITABLE HOLIDAY 


SHOE TREES 
with unique 
“Golf Ball” Back Knobs! 


A fast-moving item just in time for holiday gift 
buying! Clever “golf ball” knobs will delight any 
sportsman. Wood is bright crimson finish. Eye- 
catching self-display carton with all-season shoe-care 
tips is another selling point! Best news of all: your 
$30-per-dozen cost nets you $29.40—almost 100%! 


Suggested retail: $4.95. 


Clip this ad—and watch your money grow on these trees! 
SS SS SS A A A SS LS SS A A cS sme 
8 Please ship following quantities /sizes: 


native cow hides were being quoted 
in Chicago at 29% cents a pound 
compared with 17% cents a pound 
a year before. 

Since last November 1 Genesco 
has opened 36 new retail stores, 
many in shopping centers and at 
roadside sites. 


Colonial Tanning Co. Sales 
Jump 25‘. for Fiseal Year 

BOSTON—Sales volume of Colo- 
nial Tanning Company, Inc., rose 
25 per cent in the fiscal year ended 
August 31 to a new high of $23 mil- 
lion, according to Kivie Kaplan, 
treasurer and general manager. 
The company shipped million 
feet of leather, an increase of 16 
per cent over the previous year. 

Colonial’s patent leather, side 
leather and split leather divisions 
all attained new records in total vol- 
ume, Mr. Kaplan said. 
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Dividends... 

Midland Shoe Company, St. 
Louis: 25-cent common stock divi- 
dend, paid September 25 to share- 
holders of record September 18. 


U.S. Shoe Sales, Net 
Set 9-Month Records 


CINCINNATI, O.— Record sales 
and earnings for the first nine 
months of the company’s fiscal year 
were reported by United States Shoe 
Corporation and its subsidiaries. 

Net sales for the nine months 
ended August 31 amounted to $39,- 
635,996, an increase of 13 per cent 
over the $34,929,713 for the same 
period of 1958. Meanwhile net in- 
come after taxes totaled $2,618,189, 
or $2.32 a common share, against 
$2,040,732, or $1.82 a share. Direc- 
tors of the company declared a regu- 
lar 30-cent quarterly dividend pay- 
able October 16 to shareholders of 
record October 1. 

Joseph S. Stern, chairman, and A, 
B. Cohen, president, reported that 
advance sales are also at a peak. Full 
production is assured at all 10 of the 
company’s manufacturing plants for 
the remainder of the year, they said. 

Completion of U. S. Shoe’s 11th 
factory, at Osgood, Ind., will be com- 
pleted this month, raising the firm’s 
production capacity to 30,000 pairs a 
day. 
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Comfort never goes out 
of style. Steady sales 
and profit with Ameri- 
ca’s one complete line 
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children’s comfort 
shoes. From one sup- 
plier, one quality, and 
one construction. 


“The only shoe of its kind 
in America” 


. the story of the “Shoe they said, couldn’t be made” 


| FOOT-SO-PORT SHOE CO. Oconomowoc, Wis. 
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Salesmen + Suppliers 





Gift Pack for Men’s Lines 


~ 


“Presenta-Pak" gift package, shown 
here in suggested window display, was 
created for Bostonian and Mansfield 
lines of Commonwealth Shoe & Leather 
Company, Gardiner, Me., to emphasize 
idea of men's shoes as year-round gifts. 
Hinged twin package, with each shoe 
in own compartment, was developed for 
Bostonian's diamond jubilee year by 
Gardner-Brooks, Inc., subsidiary of 
Gardner division of Diamond Gardner 
Corporation. Package is closed with 
gift-card sleeve. 





NESLA Bureau Names Head 


BOSTON—Mark L. Feeney, Jr., 

has been named manager of the In- 

dustrial Manage- 

ment Bureau of 

the New England 

Shoe and Leather 

Association. His 

appointment was 

announced by Wal- 

lace J. McGrath, 

presi deut of 

NESLA. 

Mr. Feeney 

comes to NESLA 

MARK FEENEY, JR. from the Worces- 

ter, Mass., Chamber of Commerce 

which he joined in 1955 as produc- 

tion consultant. He has held other 
C. of C. posts. 





Supply Show Dates 
New 


major industry shows, and a new site 


dates have been set for two 
for one of them: 

® Leather Show: December 17-18 at 
the Statler-Hilton Hotel, New York, a 
new location. 

® Allied Shoe Products Show: De- 
eember 15-18 at the New York Trade 


Show Building. 
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Endicott Johnson Names 4 Vice-Presidents 


ENDICOTT, N. Y. Endicott 
Johnson Corporation directors an- 
nounced the appointment of four 
vice-presidents in what the com- 
pany called “a realignment of re- 
sponsibilities under our continuing 
market expansion and cost reduc- 
tion program.” 

President Frank A. Johnson said 
the appointments implement a two- 
year-old program to strengthen the 
company’s competitive position. 

“The realignment of responsibil- 
ity allows top management to take 
full advantage of the demonstrated 


HARVEY LITTERER 
. « « Manufacturing 


he 


RAYMOND A. MILLS 
. . « Sales, Marketing 
abilities of these four officers,” 
added. 

Elected to vice-presidencies were: 

® Raymond A. Mills, vice-presi- 
dent, sales and marketing. Origi- 
nally elected a VP in 1948, Mr. Mills 
succeeds Lawrence A. Merle in an 
expanded sales and marketing 
function. Mr. Merle retired earlier 
this year vice-president for 
sales. 

Mr. Mills, a native of Endicott 
and a graduate of the University of 
Michigan, joined the company in 
1929. He is a director of both the 
National Shoe Manufacturers Asso- 
ciation and the National Association 
of Shoe Chain Stores. 

© Harvey T. Litterer, vice-presi- 
dent, manufacturing. With the com- 
pany since 1923, he has been gen- 
eral manager of Paracord division 
since 1948, directing the corpora- 
tion’s rubber operations. Now he 
will be responsible for all EJ man- 
ufacturing. 

(Formerly there was a division 
of supervision over EJ manufac- 
turing operations in Binghamton 
and Johnson City, N. Y., on the one 


as 


hand and Endicott and Owego on 
the other. Mr. Mills had been serv- 
ing as general manager of the 
Endicott-Owego division.) 

A native of Danville, Pa., Mr. 
Litterer is said to have a full 
knowledge of the company’s manu- 
facturing problems. 

® Miss Linda Stanford, 
president, finance. Controller since 
1958, she will head a new division 
encompassing the responsibilities 
of the controller’s office and that 
of the treasurer. 

Miss Stanford joined EJ in 1917 


vice- 


JEWETT NEILEY, SR. 
. Purchasing 


LINDA STANFORD 
. . « Finance 
after majoring in bookkeeping and 
accounting at LaSalle University 
and Lowell Business Institute. She 
became company auditor in 1941. 
© Jewett F. Neiley, Sr., vice- 
president, purchasing. He will be 
in charge of all purchasing except 
for certain items bought for resale 
in the company’s merchandising di- 
visions. 

Mr. Neiley is a member of the 
board of directors of the Tanners’ 
Council of America. Regarded as a 
leading expert on hides, he was se- 
lected in 1949 as a member of a 
team of specialists to revitalize 
Germany’s hide industry. A gradu 
ate of Towanda (Pa.) Business Col- 
lege, he joined Endicott Johnson in 
1912. 

The appointments mark the first 
time since 1953 that the company 
has had four vice-presidents. 

Endicott Johnson directors 
formally accepted the resignation 
of Lawrence Merle as a vice-presi- 
dent. He was lauded by President 
Johnson for his 53 years of active 
service with the company. Mr. 
Merle remains a director. 


also 





On 35th Anniversary, Kaplans Recall: 


Colonial Grew from $12,000 Start 


BOSTON — From an original 
$12,000 investment to an annual 
sales volume fast approaching $25 
million: that is a brief financial 
history of Colonial Tanning Com- 
pany, Inc., which is currently cele- 
brating its 35th anniversary. 

“We really never expected to 
grow like this,” recalled Kivie Kap- 


JOSEPH KAPLAN 
and general manager. 

Joining his brother, Joseph, Colo- 
nial’s president, in a moment of 
reminiscence, Mr. Kaplan explained: 
“We pooled our resources back in 
1924 and managed to scrape up the 
$12,000 to get started. We concen- 
trated only on patent leather in the 
beginning. We wanted to become 
known as suppliers of the very best 
patent leather available.” 

The business prospered. Colonial 
grew to be a leading name not only 
in patent but in other tannages. 
And the company was credited with 
an array of “firsts.” 


lan, treasurer 


In 1946 Colonial became a pio- 
neer in the industry in setting up a 
profit-sharing plan for its employ- 
ees. Both those in the parent com- 
pany’s offices in Boston and at the 
Hartnett Tanning Company, Ayer, 
Mass., were covered. Since then, 
twice each year employees have re- 
ceived a percentage of the company 


KIVIE KAPLAN 


profits. Over a 13-year period more 
than $4 million has been distrib- 
uted, in addition to regular wages. 

In 1947 Colonial worked out a 
Wage adjustment program geared 
to the government’s cost-of-living 
index. Commented Kivie Kaplan: 
“We wanted to assure every em- 
ployee that his income would not be 
at the mercy of inflation. That was 
real radical in those days—almost 
as radical as profit-sharing.” 

The company’s employee benefits 
have also included a group insur- 
ance program, largely company- 
financed; awards of merit for 


worthwhile suggestions; goodwill 
gifts marking important dates; va- 
cations as long as four weeks, and 
a pension plan which the firm’s offi- 
cials describe as “realistic.” 

Employees in Colonial Tanning’s 
Boston headquarters have consumed 
nearly 40,000 meals served “on the 
house” each noon in the company 
dining room. The company has a 
full-time professional dietitian. 

Business-wise, the Kaplans early 
recognized the possibilities offered 
by foreign trade. At one time the 
company shipped its leathers to 65 
nations. 

Colonial has also gained recogni- 
tion for its development of a patent 
leather finish to fit the needs of la- 
dies’ handbag and belt makers. An- 
other achievement: many special 
types of side leather. 

“We attribute our 
loyalty of the ‘men on the team, 
said Kivie Kaplan. Many, he said, 
have been with the company for as 
long as 25 or 30 years. 

Colonial’s leaders have long been 
active in community and civic proj- 
ects, religious and charitable enter- 
prises. Company policy encourages 
such activities. 


success to the 


,% 


New Boston Heel Producer 
Aims at 100,000 Pairs a Week 


BOSTON—A new firm, the Allied 
Heel Company, has begun opera- 
tions at 24 Simmons St., in the 
Roxbury section of Boston. Ini- 
tially the company plans a weekly 
production of 100,000 pairs of 
leather and combination heels, and 
turned style heels. 

Officers are Irving Keiter, presi- 
dent; Max Keiter, vice-president; 
Al Keiter, treasurer and sales man- 
ager, and Hy Chiat, superintendent. 
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National Shoe Mfrs. Assn. 
Names Statistician to Staff 


NEW YORK—The National Shoe 
Manufacturers Association has 
filled a vacancy in its male staff by 
appointing Vin- 
cent J. Ryan, Jr., 
as statistician. Mr. 

Ryan, a graduate 
of St. Peter’s Col- 
lege in New Jer- 
sey, has done post- 
graduate work in 
statistics at New 
York University 
and Cornell Uni- 
versity Medical 
College. VINCENT RYAN, JR. 

NSMA’s statistical work has now 
become a separate operation under 
Mr. Ryan. Iver M. Olson will be re- 
lieved of his responsibility for sta- 
tistics but will continue as director 
of marketing. In addition he will 
act as assistant to Merrill A. Wat- 
son, executive vice-president. 


Magazine Hails Irving Tanning 
On ‘Wash-and-Wear’ Leather 

BOSTON — The Irving Tanning 
Company was cited in a recent is- 
sue of the Kiplinger magazine 
Changing Times, in an article con- 
taining an analysis of consumer 
shoe purchases with emphasis on 
quality and fit. The company was 
mentioned for its development of 
“‘wash-and-wear” leathers impreg- 
nated with “Scotchgard,” a fluoro- 
chemical from Minnesota Mining 
and Manufacturing Company. 

In the use of this chemical, Irving 
was a pioneer. Popular in this new 
line, the company says, are the Vel- 
nap, Playnap and Velvesheen suedes, 
in a range of fashion colors. 

Sol Stockman, vice-president and 
sales manager of Irving, says the 
use of Scotchgard gives leather re- 
sistance to soil, oil and water. 


USMC Factory Ups Pay 3.6% 


BEVERLY, MASS. — Employees 
at the Beverly factory of the United 
Shoe Machinery Corporation  re- 
ceived a 3.6 per cent increase in 
pay, effective September 25. 

Roger M. Silsby, general superin- 
tendent, who announced the action, 
said, “This general wage increase 
follows the continued upward trend 
of wage levels in the North Shore 
area.” 
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Ornament Firm Moves 

LOS ANGELES — Fantasy Orna- 
ments, Inc., a shoe industry supplier, 
has moved its factory to larger quar- 
ters at 239 S. Los Angeles St., here. 


Diamond Gardner Merger 
With U. S. Printing Approved 


NEW YORK—Merger of Diamond 
Gardner Corporation and United 
States Printing and Lithograph 
Company (RECORDER, August 15) 
has been approved by stockholders 


of both companies. The new com- 
pany will be called Diamond National 
Corporation. 

The transaction involves the ex- 
change of 2.7 shares of Diamond 
Gardner common stock for each 
share of U. S. Printing common. 

U. S. Printing makes labels, wrap- 
pers, cartons, posters and other 
multi-color advertising materials, 
Diamond Gardner makes folding 
paperboard cartons, including those 
for shoes, as well as matches, paper- 
board and molded-pulp products. 
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Kid Leather Shoes Are Never Out 
of Fashion. . . if they’re by Edwin Clapp 
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THE COMBINE 
IN-STOCK 
— About $28.95 


Black 
CO 30 Brown 


Year after year these fine shoes of imported kidskin grow in 
sales. Old customers ask for them again and again. New friends 
discover their comfort and buy them. The answer, we believe, 
lies in Edwin Clapp quality and craftsmanship. For who else 
makes a “‘bread and butter’’ shoe with so much sales appeal, 
with such a record of success? 


Write for Latest In-Stock Catalog 


EDWIN CLAPP & SON, INC., East Weymouth, Massachusetts 
AMERICA’S FINEST SHOES FOR MEN SINCE 1853 
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USMC Promotes Three to District Posts 


RALPH L. SPECHT 


BOSTON—tThree promotions to 
higher have 
been announced by the United Shoe 
Machinery Corporation. 

Ralph L. Specht, for two years 
regional manager of the company’s 
industrial for the 
New York-Pennsylvania area, has 
been made district manager of the 
branch office in New York City. He 
succeeds Newton MacLeod, who has 


executive positions 


sales division 


resigned to accept an executive po- 


sition with Genesco in Nashville, 


Tenn. 


Named assistant district man- 
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ROBERT H. DENNIS 


ager of the same branch office is 
Gerald Bianchi. 

Succeeding the late Robert D. 
Goodhue as district manager of the 
branch office at Lynn, Mass., is 
Robert H. Dennis. 

Mr. Specht, whose home is in 
West Deal, N. J., joined the Boston 
office of USMC soon after graduat- 
ing from Dartmouth College in 
1935. He saw service during World 
War II as a member of General 
MacArthur’s staff. He rejoined 
United in 1946 as assistant district 


manager, a post he held at Phila- 


delphia and Harrisburg except for 
another period of active Army ser- 
vice during the Korean conflict. He 
was transferred to New York in 
1957. 

Mr. Bianchi, who lives in Belle- 
ville, N. J., is a veteran of more 
than 20 years’ service in various 
capacities with the company’s New 
York office. Prior to his promotion 
he served as administrative assis- 
tant. 

Mr. Dennis has been associated 
with USMC for more than 23 years 
at the company’s offices in Haver- 
hill, Mass., and at Rochester and 
Manchester, N. H. His most recent 
position prior to his promotion was 
as assistant to the manager of the 
Haverhill office. 


Bay State Moves Factory 

WORCESTER, MASS.—The Bay 
State Shoe Company, a maker of 
men’s shoes and slippers, has in- 
creased its factory space fourfold 
by moving within this city to a new 
site, 69 Hammond St. Production is 
being increased. Owners of the 
company are John Bourisk and Clif- 
ton G. Taylor. 
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United Last Buys European 
Lathes for Two Branches 


BOSTON — Executives of the 
United Last division of United 
Shoe Machinery Corporation have 
placed initial production orders for 
European last lathes to be used by 
the T. W. Gardiner branch in Law- 
rence, Mass., and the Krentler 
Brothers branch in St. Louis. 

Final arrangements for this pur- 
chase were made during a recent 
trip abroad by a group headed by 
I. G. Tremaine, Jr., general man- 
ager of the United Last division. 

Prototypes of the equipment be- 
ing purchased were built to United 
Last specifications by W. Schnee- 
berger, AG Maschinenfabrik of 
Roggwil (Bern) Switzerland, and 
Oleodinamica Donzelli of Milan, 
Italy. 

As modified to United Last stand- 
ards, the lathes can be used either 
for arithmetically or geometrically 
graded lasts. They were adopted 
after months of intensive testing 
with the rock maple wood invari- 
ably used for lasts in this country. 

After completing arrangements 
for production and shipment of the 
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roughing and finishing lathes, the 
group investigated other European 
automatic last making equipment 
in five countries. 





A Visitor from Hong Kong 


Production Manager Jack Calkin (left) 
of O'Sullivan Rubber Corporation, Win- 
chester, Va., shows Jack Tang, a Chinese 
businessman, a machine which flattens 
rubber for shoe soling material. Mr. Tang 
was on tour of the U. S. to seek suit- 
able industries for Hong Kong. The col- 
ony has no rubber industries now. 





Amalgamated Offers Dyeable 
Suede and 30-Color Selection 


NEW YORK — “Tintoretta,” a 
dyeable suede leather, is the latest 
development of Amalgamated Leath- 
er Companies. 

Tanned in an off-white shade, very 
pale gray in cast, it is supplied to 
the retailer in that color. He can 
then purchase the special dyes from 
Amalco in 30 colors. Nine are from 
Paris and six of these from the 
new fall couture collections. 

Dyeing does not in any way 
change the very soft texture of the 
suede, according to Ruth Kerr Fries, 
Amaleo’s director of fashion ser- 
vices. Use of the leather is confined 
to I. Miller until the next Leather 
Show in December. 


Pfister & Vogel Expands 

MILWAUKEE — Pfister & Vogel 
Tanning Company has begun con- 
struction of a five-story, $500,000 
addition to its plant here. Erhard 
3uettner, president, said the project 
is intended to increase the efficiency, 
flexibility and quality control of the 
plant. Some 30,000 square feet of 
factory space will be added. 
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FAITHFULLY SIMULATED 
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Window Display at Bank Spurs Interest in Split Leathers 


MILWAUKEE—A month-long dis- 
play of General Split Corporation 
leathers and their uses in finished 
shoes and other products was fea- 
tured by a Milwaukee bank. The pro- 
motion was part of a planned pro- 
gram to bring to consumers’ atten- 
tion the increasing use of split leath- 
ers in shoes. 

On display at the Marine National 
Exchange Bank were new shades 
and designs in leathers and shoes 
for 1960, well the various 


as as 


industrial leathers produced by the 
tanning company. These included 
the Desertan and Sylka Desertan 
lines, Sidetan and the newer Floren- 
tine Metallics and Congo Casuals 
and Plaids. Shoes of each type of 
leather were included. 

During the month changes were 
made in the display to highlight 


brand names of the company’s mid- 
western customers. 

Centerpiece of the window was a 
painting by Aaron Bohrod, a former 
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artist for Life magazine and now 
resident artist at the University of 
Wisconsin. The painting depicts a 
tannery scene. 

General Split Corporation special- 
izes in production of split leather. 
Formed four years ago, the firm 
today is one of the leading producers 
of split lines in the industry. A 
number of new novelty leathers are 
being added to the basic lines for 
spring 1960 and a substantial ex- 
pansion is planned for fall of next 
year. 


Marjorie Kammerer Shows 
Coordinated Shoes, Costumes 


NEW YORK — Coordination of 
shoes, handbags, hats and costumes 
in a variety of types and materials 
was shown by Marjorie Kammerer 
Associates of New York at Miami 
Beach, Fla., during the Miami 
Beach Shoe Show. Three shoes in 
white kidskin combined with pais- 
ley and other materials, all by Rao 
Koury, were displayed with match- 
ing handbags styled by Kammerer 
Associates. 

Another group featured gold bro- 
cade for evening in hat, bag, stock- 
ings, slacks, dress, jacket, skirt and 
Citations shoes. A Jerro shoe in a 
pure silk French print was coordi- 
nated with a cocktail bag and hat. 
Shoes by Stanley Philipson were 
matched in a dress and handbag, 
all in turquoise pure silk. 





Monkey Business 


Even the chimps of St. Louis Zoo recog- 
nize the importance of proper fit in 
their new shoes from International Shoe 
Company. Joseph Sweeney (left), de- 
signer for men's general division, con- 
sults with trainer Mike Kostial on boots 
for stars of 1959 chimp show at zoo. 
The company has been making the 
chimps’ footwear for 10 years—an aver- 
age of six pairs a year, with shoes and 
lasts costing the firm $125-$150 a pair. 
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Irving Tanning Launches 
Fashion Consulting Service 


BOSTON—A fashion consulta- 
tion service has been inaugurated 
by the Irving Tanning Company to 
aid customers in selecting the right 
leathers, textures and colors. In ad- 
dition the service includes new styl- 
ing ideas. 

In charge of the service is Miss 
Julie Dane, the company’s fashion 
coordinator. 

Miss Dane notes: “Easter Egg, a 
lilac pastel shade which we had 
forecast as a leading promotional 
color for spring, was chosen by 
Vogue magazine in its latest fash- 
ion forecast.” She added: ‘Several 
leading kid producers’ requested 
permission to adopt Easter Egg and 
others of our choices for spring, in- 
cluding Shortcake and Lemonade.” 


Cold Weather Shoe Uses 
Vul-Cork Soles and Hecls 


CAMBRIDGE, MASS.—The Cam- 
bridge Rubber Company its 
Vul-Cork Neoprene soles and heels 
have been adopted for use on a new 
cold weather shoe recently added i» 
the special service shoe line of the 
Albert H. Weinbrenner Company, 
Milwaukee. 

The new shoe, six inches high, is 
leather-lined and has a black leath- 
er upper, a cushion insole and an 
arch pad. Vul-Cork soles and heels, 


says 


it is claimed, help provide complete 


insulation for cold weather wear. 


Weinbrenner’s special service 
shoes are made especially for wear 


by mailmen, policemen, firemen 
chauffeurs and truckmen. 
available in sizes 6 to 12 and in C., 
E and EEE widths. 


Haverhill Launches Survey 
Of Skilled Shoe Workers 


HAVERHILL, MASS.—The ques- 
tion of whether the city of Haver- 
hill is suffering from a shortage of 
skilled shoe workers has prompted 
the city office of the State Division 
of Employment Security to launch a 
survey of the city’s available shoe 
help. 

The survey was begun after city 
fathers received several inquiries 
from various sources asking how 
many skilled shoe workers are 
available within the Haverhill 
area. 
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Esquire Charts Fall Push 


NEW YORK — The biggest fall 
marketing and merchandising pro- 
gram in the history of Knomark, 
Inc., maker of Esquire polishes, was 
discussed at regional sales meetings 
here and in Pittsburgh, Atlanta, 
Chicago and Los Angeles. Irving J. 
lottner, president, said the com- 
pany plans “new concepts in shoe 
polish merchandising, revolutionary 
additions in some of the formulas 
of the products, and for the first 
time a line for bootblacks.” 


The company is marketing five 
colors of paste polish for bootblacks 
and conducting a national contest to 
encourage brand loyalty in that 
trade. 


Mutual Leather Named Agent 

BOSTON—The Mutual Leather 
Company of Boston has been chosen 
as the New England sales agency 
for the Flagg Tanning Company of 
Milwaukee. Flagg manufactures 
high-grade side upper and lining 
leathers. 
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OOD HEELS 
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Personnel 





J. DEWEY FRENCH 
Styling Director 


CHARLES CAMERON 
levated 


Promoted... 


Charles A. Cameron, to director 
of employee relations for B. F. 
Goodrich Footwear and Flooring 
Company, Watertown, Mass. He 
succeeds James F. Leverone, who 
died recently. Mr. Cameron joined 
the company, then the Hood Rub- 
ber Company, in 1929. 


Elected... 


William H. Cranston, as presi- 
dent of Hewetson of Canada, 
Brampton, Ont., shoe manufactur- 
ers. He succeeds Herbert C. Lee of 
Boston, vice-president of Shoe Cor- 
poration of America, who becomes 
Hewetson’s board chairman. 


Appointed... 

J. Dewey French, as managing 
director of styling and pattern de- 
velopment for Craddock-Terry Shoe 
Corporation, Lynchburg, Va., suc- 
ceeding the late Carlton S. Mickle. 
Formerly Mr. French was manager 
of the design and development de- 
partment for teenage lines of Inter- 
national Shoe Company. 

John F. MacNamara, as director 
of advertising and public relations 
for Ripple Sole Corporation, De- 
troit, and advertising manager for 


RUDY BAUM 
Joins Desco 


DAVID NEDELMAN 
Also with Desco 


LEO MASTERS 


JOHN MacNAMARA 
Also with Ripple 


To Ripple Sole 


the Hack Shoe Company retail 
stores in Detroit. He was formerly 
publisher of the Shoe and Leather 
Reporter, trade publication. 

Leo Masters, as retail coordinator 
for Ripple Sole Corporation, a 
newly created post. He will work 
with retailers and buyers to help 
them get maximum sales_ benefit 
from the company’s national adver- 
tising and promotion. 

Newton MacLeod, as director of 
machirfery purchases for Gemco, 
comprising all the Southern Shoe 
Manufacturing operations of Gen- 
esco, Inc., Nashville, Tenn., plus 
Saval Shoe Company, Los Angeles. 
Harold Carr, as head of Gemco op- 
erations that concentrate on ma- 
chinery control and the improve- 
ment and greater utilization of ex- 
isting manufacturing machinery. 

Bart Adams, as sales representa- 
tive for W. L. Douglas Shoe Com- 
pany, division of Genesco, covering 
Southern Wisconsin, Northern II- 
linois, Eastern Iowa and St. Louis. 
He formerly represented the Great 
Northern division of International 
Shoe. 

Hugh Winfrey, as sales repre- 
sentative for Green Shoe Manufac- 
turing Company, Boston, covering 
Northern California, Washington, 


E. J. KEEVER 
To Great Northern 


ROBERT L. HEATON 
Also with ISCO 


HUGH WINFREY 


NEWTON MacLEOD 
Joins Green 


Gemco Official 


Oregon, Nevada, Utah and Idaho. 
He was formerly sales manager of 
Brown Shoe Company’s_ Buster 
Brown division. 

Mannie Epstein, as sales repre- 
sentative for Simplex Shoe Man- 
ufacturing Company, Milwaukee, 
covering all of New Jersey. He was 
formerly with Dr. Posner Shoe 
Company, Selby Junior Arch Pre- 
servers and Chambord Shoe Com- 
pany. 

Rudy Baum, as sales representa- 
tive for Desco Shoe Corporation, 
New York, and its subsidiary, Rex 
Shoe Company, Inc. He will travel 
Texas and Oklahoma. He is a past 
president of the Southwestern Shoe 
Travelers’ Association and a direc- 
tor of the National Shoe Travelers. 

David Nedelman, as sales repre- 
sentative for Desco Shoe Corpora- 
tion, covering Detroit, part of Mich- 
igan, including the Upper Penin- 
sula, and Northern Indiana. His 
sales office is in Detroit. 

E. J. Keever, as sales representa- 
tive for the Great Northern division 
of International Shoe Company, St. 
Louis. From Dallas headquarters 
Mr. Keever will cover Texas, Okla- 
homa, Louisiana and Arkansas, 
states formerly handled by Jay 
Preston. Mr. Preston continues to 


JOHN A. CHERRY 


MARY WAGNER 
Represents Fuchs To 


A. S. Beck 
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travel Colorado, Nebraska, Mis- 
souri, Iowa, Kansas and Eastern 
Tennessee. 

Robert L. Heaton, as sales repre- 
sentative for International Shoe’s 
Great Northern division, covering 
Illinois, Indiana, Wisconsin, Minne- 
sota and Kentucky, with headquar- 
ters in Glen Ellyn, Ill. He replaces 
Bart Adams, who resigned. 

John A. (Red) Cherry, as sales 
representative for Fuchs Brothers 
Sales Corporation and Martini- 
Rossi, New York, covering Ala- 
bama, Tennessee, Louisiana, Geor- 
gia and Florida. He was formerly 
with Genesco. 

Conrad A. Mayer, as sales repre- 
sentative for The William Brooks 
Shoe Company, Nelsonville, O., cov- 
ering New Jersey south of Trenton; 
metropolitan Washington, D. C., 
and Philadelphia. He continues to 
represent W. L. Kreider’s Sons 
Manufacturing Co., Inc., Palmyra, 
Pa., in the same areas. 

Miss Mary Wagner, as educa- 
tional director for A. S. Beck Shoe 
Corporation, New York, a newly 
created post. She will also edit the 
firm’s house organ. She previously 
was fashion and publicity director 
of Desco Shoe Corporation and, 
earlier, held a similar post with 
Capezio. 

Walter H. Heinecke, as a member 
of the staff of Edison Brothers 
Stores, Inc., St. Louis. He will be 
associated with Keith Kepley, vice- 
president in the real estate and 
store leasing division. 

Sidney Brown and Harold A. Van 
Horne, as sales representatives for 
J. Lichtman & Sons, Newark, N. J., 
and Pittsfield, Mass., tanners. Mr. 
Brown will call on shoe manufac- 
turers in Ohio, Indiana and Ken- 
tucky. Mr. Van Horne will cover 
Wisconsin, Michigan, Northern II- 
linois, Minnesota and Iowa. 

Samuel S. Frumkies, as assistant 
to the vice-president in charge of 
industrial thread and zipper sales, 
at Coats & Clark’s Sales Corpora- 
tion, New York. 

R. B. Rohrer, as associate direc- 
tor of research for Armstrong Cork 
Company’s Research and Develop 
ment Center, Lancaster, Pa. 


Retiring... 


John C. Thomas, from Vitality di- 
vision of International Shoe Com- 
pany, St. Louis, after 29 years as 
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Where to Buy 








Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Will Buy Your Close Outs 
Short Leases Assumed 














JOBS 


BOX HANDLERS 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine Featmenr 
MOSINGER -COHN 


1235 Washi St Louis 3, Mo 








ngton 


MA 1-3663 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


nm A a | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N.Y. 7 + WO 2-5180 


sales representative. He was the 
first Vitality representative in the 
New York State area. Now 68, he 
has been a shoe traveler since 1909. 


Transferred... 


Saul Rabinowitz, from the Texas- 
Oklahoma-New Mexico territory to 
Louisiana, Arkansas, Mississippi 
and Tennessee as sales representa- 
tive for Desco Shoe Corporation, 
New York. 

Robert Gummerson and Warren 
Wellin, from W. L. Douglas Shoe 
Company, division of Genesco, 
Nashville, Tenn., to the Mannequin 
division of Genesco. They traveled 
the Chicago-St. Louis area for 
Douglas. 


Will LONG ARM* 
The efficient box hendier 
QUICKER, CASER, SAFER 


You 
Believe 


strode Mork 


When | tell you that Shar 
Long Arms handle shoe 

boxes on high shelves 

ee Easier, Safer 

than by any other meth- | ‘| 
od? Of you can return Porenied 
them. Long Arms with 

handle lengths 24", 36'', 48", 60", $3.50; with 72" 
handles, $4.50. Postage prepaid in USA. Specify 
handle length desired and if for Men's or 
Women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


























‘BUSINESS 


‘BOOMSwhen () 


| you give away 


{ 


BALLOONS 


© Spinner inflates in a circle 
to 2°' x 45°’; Spins around 
when released. 

© Serpentine and Airship in- 
flates to 18°" x 24' 


| @ Huge #10 ond balloons 


"—.. 


each, postpaid 
All in assorted colors. Prompt 
shipment. Satisfaction guaran- 
teed. Send check or Money 
Order (No C.O.D.) 


SAVE OVER 20% 


10 gross of your choice, one or 
more styles $15.00 postpaid. 


MAPAC CO. 


BELLMORE, NEW YORK 
SU 5-4122 


RUSH COUPON TODAY 
MAPAC CO., Belimore, N. Y. 
Please rush me the following balloons: 


C) Spinner Balloons @ $1.95 gross 
) Serpentine, Airship balloons @ $1.95 gross 
] #10 Round balloons @ $1.95 gross 
10 Gross balloons $15.00 (Specify asst.) 


WE PAY POSTAGE 
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Name 
Firm 
Address 
City 





‘Texas Cowboy Boot Week’ 


Classified and Want Ads 


WANTED TO PURCHASE WANTED TO PURCHASE 








Governor Price Daniel (left) of Texas 
accepts pair of Justin boots from John 
Justin, Jr., president of Justin Boot 
Company, Fort Worth, as he hands Mr. 
Justin a proclamation designating a 
“Texas Cowboy Boot Week." The ob- 
servance, September 14-19, coincided 
with 80th anniversary of the company. 





Weyenberg Names Winners 
In Dealer Baseball Contest 

MILWAUKEE—Richard W. Eich- 
ten, owner of Eichten Shoes, New 
Ulm, Minn., won the grand prize (a 
color TV set plus 14 World Series 
tickets) in a baseball contest con- 
ducted by Weyenberg Shoe Manu- 
facturing Company, Milwaukee, 
among retail dealers. 

Contestants were required to an- 
swer 10 baseball questions and com- 
plete a 50-word statement telling 
why they liked Massagic Air Cush- 
ion shoes. 

Second prize in the contest, a 
hi-fi set, went to Leo J. Bach, buyer 
for College Boot Shop, Madison, 
Wis. 





TANNER WANTED 


TANNER WANTED: Experienced in Soft 
Tanned Leather and Suede Splits. Write giv- 
ing experience and age Reply to Box 611, 
Boot anp Snore Recorver, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 











KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


CLOSE OUTS 


1603 South Michigan Ave. 
Phone or Wire Collect 





Chicago, Illinois 
Wabash 2-3797 








HELP WANTED 








OPPORTUNITY 
SALES EXECUTIVE 


Old Line Company Plans to Ex- 
pand their In Stock Line of 
Men’s Shoes with an exclusive 
feature. Opportunity for man 
capable of expanding and head- 
ing sales organization. All in- 
formation will be held in strict 
confidence. 


Reply to Box 610, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














SHOE DESIGNER WANTED 








SHOE DESIGNER 


Opening for experienced Designer for 
Children’s Shoes or Flats. Midwest lo- 
cation. Excellent opportunity. Write 
full qualifications. Strictly confidential. 


Reply to Box #616, Boot and Shoe Recorder, 
1221 Locust Street, St. Louis 3, Mo. 











WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











SIDELINE JUVENILE 
SALESMAN WANTED 











Sideline Juvenile Salesman 


Popular Priced Infants’ and 
Children’s Branded Line of “Old 
Pals” shoes. Retail at $3.95— 
$4.95—$5.95. In-Stock. Terri- 
tories open: Tennessee, Ken- 
tucky, Arkansas; Colorado, Wy- 
oming, Utah, Nevada, New Mex- 
ico, Montana, Texas, Oklahoma. 
All correspondence strictly con- 
fidential. 
S. T. Levin 
The H. C. Godman Company 
46 E. Fulton Street Columbus 16, Ohio 














SIDELINE SALESMAN WTD. 





SIDELINE SALESMAN FOR MANUFAC 
TURER’S IN-STOCK LINE. Territories open 
in South and Midwest for experienced sales 
men desiring non-conflicting Line of Flats, 
Casuals, Sports and Little Heels, retailing at 
$3 to $6 Backed by efficient instock service; 
commission basis Replies strictly confidential 
Reply to Box 619, Boot ann Suoe REecorpeER, 
Chestnut & 56th Streets, Philadelphia 39, Penna 





BUSINESS OPPORTUNITY 





ENGLISH AGENT WISHING TO IM 
PORT AMERICAN FOOTWEAR for sale to 
Great Britain would like to contact manufac 

of all types of footwear, w 
port to thi F ITT 


o this country » 
ville Road, Blackburn, Lanes. England 


86 


ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut and 5éth Streets, 
Philadelphia 39, Pa. 


Attached is my want ad. 


Name (please print) 


Street 
City and State 
Please check if box No. is Wanted [] 


Enclosed is Check [] 
Money Order [[] 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words)... .$3.60 
Box number, extra 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 
Classified Advertising 
is payable in advance 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 4" SURPLUS SHOES 
OVERJOYED you surely will feel like kiss- CANCELLATIONS 
ing him. COMPLETE STORES 


Write or wire for fast ac- 
tion quality men’s, 


PLEASE DON'T ~wamen"s and children’s shoes. 
CAUSE AUNT JENNIE IS JEALOUS Time Footwear FOR OVER 43 YEARS 


UNCLE Louis Camitta & Son MOSINGER-COHN 
1235 Washington, St. Louis 3, Mo 


91 Reade St., N. Y. C. WOrth 2-5063 





alnale} 

















Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil” 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS os 
COMPLETE SHOE STOCKS A 

Phone or wire LEASES ASSUMED S 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR GOMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila 6, Pa. 
Phone: WA 5-95S3—WA 5-9027 























WE PAY MORE focause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 

















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 


Phone or Wire Collect 





GAFFIN SHOES 
ine. © BE 3-7290 
146 DUANE ST. 0. V.€. 

















UM Méd’'€£a BARIS BUYS for CASH 777777 


Quick decision on your offers of discontinued and 
Fs A R H surplus men's, women's and children's 
Tue BATION’S FINEST Also complete stores considered 
CANOELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


19-81 Reade St. © New York 7,W Y. © Tel: WOrth 2-5180 


Yi jj) 2 
Wiel 
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WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 56-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















Classified and Want Ads 





SALESMEN WANTED SALESMEN WANTED 
SALES OPPORTUNITY 


The H. C. Godman Company has an opening in the North Carolina, South Carolina 
and Virginia territory for an experienced salesman. Excellent opportunity to repre- 
sent well-known manufacturer of Women's and Girls’ Popular Priced Shoes. Entire 
Line backed by efficient in-stock service. Write complete details. All replies con- 
fidential. 

THE H. C. GODMAN COMPANY, 46 E. Fulton Street, Columbus 16, Ohio 











JUDY ‘n’ JERRY MEN’S SHOE SALESMAN 


Famous Floater and Popular Pompeii mg 

+4 Us two of America’s leading men’s casuals, 
Has a few excellent territories open. See RUE ae a Shean on Goma 
This is a Juvenile Line with tremendous sion basis to experienced traveling shoe 
. . : salesman with following in: Texas, Okla- 
potential. Ail in-stock, quality shoes, to homa, New Mexico, Utah, Colorado, Mon- 
retail from $3.95 to $5.95, Infants’ tana and Wyoming. Must show: Present 
. ; . ; . ‘ ‘ distribution complete and successful; as- 
Children's, Misses’, Youths’. If you are a sociation with present company compati- 
ble to sideline selling. Mail detailed 
z resume (complete with business and per- 
you write in detail. sonal references) in confidence to 








worker and have a following, we suggest 


Attention: Sales Department 
SHERMAN BROS. SHOE MFG. CORP. dat Ghana Dosancate 


Box #241, Lowell, Massachusetts Park Street, Webster, Massachusetts 














RUBBER AND SALESMEN WANTED 


CANVAS FOOTWEAR Complete Line of Children's Shoes. 


Manufacturer wants experienced rub- Pre-Welts, CEMENTS and BON 
ber and canvas footwear salesman to Welts. Sizes | Infants’ to 3 Misses. 
call on Jobbing and Chain Store trade Territories open: Ky Indiana 
in Virginia, North and South Carolina, Ohio, Okla a hein “spit 

' 7 ' ' ” 


Georgia, Northern Florida, Alabama, . ° 
Mississippi, Louisiana, Tennessee. and Mo. Reply with details, ref- 


Non-conflicting line permissible. State erences. 
qualifications. Replies strictly confi- THE KEPNER-SCOTT SHOE CO., Inc., Orwigsburg, Pa. 
dential. 











Reply to Box 621, BOOT and SHOE RECORDER arty da parece ye sy Php 
Chestnut & 56th Streets, Philadelphia 39, Penna. and make-up), interested in salesmen now call- 
ing on retail trade. Excellent sideline. 
no barrier. Following territories open: } 
York City and surrounding territory; Philadel- 
OPPORTUNITY FOR EXPERIENCED phia and Surrounding States; Chicago, North 
SALESMEN to represent Established Manu ern Illinois, Wisconsin and Minnesota; and en- 
facturer of Outstanding Children’s Shoes as tire West Coast. If interested in other terri- 
sideline. Complete in-stock line of Popular Price tories, will consider. Commission basis. Reply 
Compos and Bonwelts made in modern new fac- to Box 615, Boor anp SHoe Recorper, Chest- 
tory. Several choice territories open. High com nut & 56th Streets, Philadelphia 39, Penna. 
mission rate. On display at Chicago Shoe Show 
in Room 859, Palmer House. Write fully in 
strict_ confidence to: Kessler Shoe Manufactur 
ing Co., Inc., Westminster, Maryland. 














LINE WANTED 








EXPERIENCED, TO CARRY ONE OF HAVE SOLD OVER $300,000 VOLUME 
= RI A'S FINEST POPULAR PRICED MEDIUM TO HIGH GRADE MEN’S 
os Stock ree of Men’s and Children’s Shoes. SHOES $10.95-$18.95. ALSO SOLD HIGH- 
een a erg lowa, Minnesota, Dakotas, GRADE BOYS’ SHOES. Thoroughly acquaint- 
gaa 110, Michigan and Wisconsin, avail ed good Dealers Eastern Pennsylvania, state 
ae Contact MODERN SHOE CO., 1201 New Jersey for 20 years. Now available, 

ashington, St. Louis, Missouri. change in Management. Reply to Box 623, 
BOOT and SHOE RECORDER, Chestnut & 
56th Streets, Philadelphia 39, Penna 





EXCELLENT OPPORTUNITY TO SELL 
ESTABLISHED LINE in South and South 
States. High commission rate. Write 
ee Shoe Polish, Inc., Richmond 


JAmaica 9-3700 FACTORY MANAGEMENT 














HEVERLE and HAY 
SIDELINE WANTED 121 North Broad Street 


Philadelphia, Pa. 





SIDELINE WANTED FOR ALABAMA | Specialists in Leather Saving, cutting 
AND GEORGIA Will consider full Line 

Se, deaened.. ete wo toi 74 control, and all shoe management 
Root aNnp SHoe Recorper, Chestnut & 56th problems. 

Streets, Philadelphia 39, Penna. 











SHOE REPAIRMAN 
WANTED 


WANTED: EXPERIENCED SHOE RE- 
PAIRMAN. Job open after November Ist, 
possible opening before. HERZBERG’S, 100 
Broadway, Kissimmee, Florida. 








FOR SALE 


FAMILY SHOE STORE, VOLUME 
AROUND $40,000. Located South Jersey. 
Reasonable. Reply to Box 570, Boot anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 








QUALITY LINES IN WOMEN’S AND 
CHILDREN’S Shoes and Women's Ready-to 
Wear; established about 50 years. 100% loca- 
tion. Central Kansas town, population about 
20,000. Oil, Farming and industry. Reason for 
selling: wants to retire. Reply to Box 622, 
Boor AND SHOE RecorpeEr, Chestnut & 56th 
Streets, Philadelphia 39, Penna 

FAMILY SHOE STORE; Nationally Adver- 
tised Brands. Top location; established 12 years. 
Shows good profit. THE BOOTERY, Oswego, 
New York. 








FAMILY SHOE STORE, Located in Pro 
vressive Eastern Iowa city; in business 3 
vears; selling because of other interests. Reply 
to Box 620, Boot ano SuHoE RecorDER, Chest 
nut & 56th Streets, Philadelphia 39, Penna 
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PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 








VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name 
Company 
City 











VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 


Boot and Shoe Recorder 





Letters... 


‘Let's Go to Work’ 


Editor: 

Your editorial entitled “Let’s Fight” 
(Recorver, August 1) includes the fol- 
lowing statement: “When enough manu- 
facturers and enough industries have 
been hurt sufficiently to storm the halls 
of Congress, action will be taken to cur- 
tail imports.” And further: “Perhaps it 
will take the combined efforts of indus- 
try and Jabor.... ” 

A more effective editorial concerning 
the problem of imports might be titled 
“Let’s Go to Work.” American indus- 
try, like American living, has to a very 
large degree become casual and _indif- 
ferent, full of featherbedding, apathetic 
and wasteful. Both management and la- 
bor are responsible. 

America can hold its own in enough 
areas of domestic and foreign trade to 
keep our horn of plenty full provided 
we recreate those American patterns of 
skill and energy, resourcefulness and in- 
dependence which have taken our prod- 
ucts to every corner of the globe. 

We are rapidly becoming “one world”; 
some day all trade barriers will come 
down. Then those nations with the ge- 
nius to invent, the will to produce and 
the skills to distribute will lead in com- 
merce and industry. A free America can 
do it. 

The worst thing which could happen 
would be to take the medicine which you 
prescribe: pressure on the Congress by 
unenlightened industry and labor groups, 
misguided into the belief that we can 
be happy behind barriers to world trade. 

J. L. SNOOK, PRES. 
THE J. L. SNOOK CO. 
PORTSMOUTH, O. 


e Trade Literature 


Justin Anniversary Brochure 


THE Justin Boot Company, Fort 
Worth, Tex., has commemorated its 
80th anniversary with a 20-page 
brochure sketching the company’s 
history. 

The brochure tells the Justin 
story in three ways: through photos, 
drawings and text. Some of the 
material is historically significant, 
for the Justin boot was as much a 
part of the old west as the Colt re- 
volver, the Stetson hat and Levi 
trousers. 

Done in three colors, the bro- 
chure is 5% x 814 inches in size, 
with the binding on the shorter 
side. 


October |, 1959 








Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 


contract. Every care will 


be taken to index correctly. 


No allowance will be made for 


errors or failure to insert. 


Acme Boot Company, Inc. ... 38 
Alden, C. H., Shoe Company .. 73 
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Berned Shoe Company 
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British Classics, Inc. ...... re 5 
Broitman-Gaffin Shoes Inc.. .80, 87 


Camitta, Louis, & Son 

Camitta Shoe Co..........665.- 87 
Clapp, Edwin, & Son Inc. .... 79 
Converse Rubber Company... 26 
Crown Rubber Company 17 
Curtis-Stephens-Embry Co. .. 49 
Cushionized Bellaire Shoe Co.. 71 
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Eddy Shoe Company 87 
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Endicott Johnson Corporation. 14 
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Foot-So-Port Company 76 
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Hempstead Shoe Co., Inc. 
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Irving Tanning Corp. ....... 81 


Kangaroo Tanners 
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Long Arm 
Lucky Stride Shoes, Inc. ..... 


Mapac Co. 
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Miller Shoe Company, Inc. ... 
Mosinger-Cohn Shoe Co. ....85, 


Mrs. Day’s Ideal Baby Shoe 
Co., I 


National Shoe Board Confer- 


National Shoe Fair 


Phillips Premier Corporation. 81 
Potvin, R. J.,. Shoe Company... 51 
Principle Plastics 78 


Quoddy Moccasins ........... 61 


Rockingham Shoe Company .. 8? 
Rubin, Irvin 


Scholl Mfg. Co., Inc., The .... 69 
Scott Foot Appliance Co. ..... 80 
Ags | a ea | eae me Ee 44 
Spiegel-Stanley Co. .......... 61 
age RY. a 8 Sa ae 87 


PRN APG OGi5 ENON (seo :<0s wees 
"TRMOE, le Brey CORDS fin-6 8 ks sins 
Tingley Rubber Corporation .. 
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Traister, Oscar, Shoe Company 86 
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Tyer Rubber Company 
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Wellco Shoe Corporation 
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Winchell Shoe Mfg. Co. ...... 70 
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Beauty /| 


Treatment for Leather 


It’s the finishing touch that adds sales punch to your shoe line and the surest source for 
that touch is your United Finishing Specialist. 


Through him, United gives you the industry’s largest selection of formulations, plus a 
special group of finishing chemists who continually explore new ways to help you cut 
costs and improve appearance. DURALENE® finishes, for example, have provided radical 
improvements in leather “‘beauty”’ treatment. 


You can save real money when you tap this United know-how. Let the United Finishing 
Specialist show you how the right finishing touch can be both a beauty — and profit — 
treatment for your shoe line. DURALENE.and other United Finishes are products of 

B. B. Chemical Co., and distributed by United Shoe Machinery Corporation, 140 Federal 


Street, Boston, Massachusetts. 
JWJnpited, 


FINISHES 


PRODUCTS OF B.B. CHEMICAL CO. 


THE UMC CATALOG ... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 
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Patterns and Colors 
Created by 
RAYMOND LOEWY 
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In all style, in all price ranges, FEDERAN Vinyl 
Fabrics are leading the market. 

FEDERAN shoe covering fabrics, in richly textured 
patterns or in luxuriously grained leather-likes, are 
the perfect answer tc compliment and complete the 
styling of the most appealing shoes. 

FEDERAN Vinyl Fabric is clean cutting, with a built- 
in two-way stretch, and is readily adaptable for all 
folding and molding operations. 

FEDERAN is extremely scuff, stain and fade resis- 
tant. 

Write for samples and details of the available mer- 
chandising assistance. 


a 7 
red Lit, a TEXTRON company 686 MAIN STREET, BELLEVILLE 9, N. J. 





2445 BLACK GRAIN 


2446 CORDO SMOOTH 


145 BLACK GRAIN 
146 CORDO SMOOTH 


It’s the New and Different that Keep 
GERBERICH BOYS’ SHOES Out In Front 


INSTOCK Four trim Fall Styles 
with the exciting Rib-Flex Sole, 


For 
GERBERICH Dealers exclusive with Gerberichs 








GERBERICH-PAYNE SHOE COMPANY ie Finest Nam: In Boys? Shoes 
MOUNT JOY PENNSYLVANIA ae 
*, ‘is: 








